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An Offer to Advertisers 


If you can name a single Post Office 
in the United States where there are 50 
or more English - speaking families, 
wherein we have no_paid-in-advance 
subscribers, we will present you with 
$100 in gold. 





This is a test for thoroughness of cir- 
culation that no other publication in the 
world can stand. 


Quality 


Send us the name of any town or towns 
wherein you are personally well acquainted— 
know most of the inhabitants—and we will 
send you a copy of our Subscription List for 
same. You can then see for yourself the 
quality of homes Zhe Woman's Magazine enters. 


For rate card, sample copy and other pointers write 


A. P. COAKLEY, Advertising Manager, 


The Womans Magazine 


St. Louis (World’s Fair City), Mo. 
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BUTTERICK 
MOTTO 


“Ifa thing . % S é 
be right, |. 
do it bold- 
ly; iflsem ie 
wrong, let | 9 
it alone.” | % 
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Big men| “s\ 
make big suc-| 
cesses in ad- |, 
vertising with — 
big advertisements in big media. 

There are only a few big guns in 
the world—there are fewer big media 
—none as big or as good as 


The Butterick Trio 


Composed of THE DELINEATOR, 950,000 circulation, THE 
DESIGNER, 250,000 and the NEw IDEA WomAN’s MAGa- 
ZINE, 200,000—a total of 1,400,000, at $6.65 a line. Aim 
for big Fall business by using big space and begin 
with October issue, forms of which close August 10th. 


THOMAS BALMER, Advertising Manager 


Butterick Building, New York 
W. H. BLACKH, Western Adv. Manager, 200 Monroe St., Chicago, Ill. 
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MAKING THE COPY FIT THE 
PLAN. 


“Spotless Town” still stands for 
the highest point of development 
in clever advertising copy. When 
J. K. Fraser created the famous 
Sapolio community some years ago 
people said that even brighter 
things might be expected of him. 
The advertising world looked for 
them, at any rate, and when Mr. 
Fraser went to the advertising de- 
partment of the National Biscuit 
Company, in Chicago, it kept tab 
on him. More than a year went 
by, however, and nothing appeared 


that had the peculiar characteris- * 


tics of the creator of “Spotless 
Town.” Two years ago Mr. Fraser 
entered the promotion department 
of the Mahin agency, Chicago, yet 
in these two years he has produced 
nothing at all like the Sapolio 
cards. 

“Played out!” is the present ver- 
dict of the advertising world. “Too 
bad—and he was such a bright 
young man.” 

This, though, is only a snap 
judgment. The real facts in the 
case make an entirely different 
story. Almost from the day 
he entered the advertising depart- 
ment of Sapolio, J. K. Fraser has 
had an ambition to be, not a great 
white light in art or literature, but 
just a good advertising and busi- 
ness man. Since the appearance 
of “Spotless Town” he has worked 
diligently along the iine of this 
desire, until to-day his conception 
of advertising is radically differ- 
ent from what it was when he 
created the Sapolio characters. In 
the Mahin agency he has become 
permeated with the “Mahin me- 
thod,” which wholly disregards 
mere cleverness in advertising and 
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develops publicity from the busi- 
ness side of the commodity. 

“We regard the copy department 
here as of but slight and relative 
importance,” he says. “Copy is 
just the surface of the campaign. 
All the machinery that produces 
results is below the surface, and 
the Mahin method deals almost 
entirely with this hidden machin- 
ery. Our first move in a campaign 
for such an article as buckwheat 
flour, for instance, would be in- 
augurated sometimes before we 
had even approached the manufac- 
turer whom we think can be bene- 
fitted by advertising. Our rela- 
tions with newspaper publishers 
are very close, and we rely upon 
them for information that helps 
make advertising profitable. To the 
leading publisher in every town in 
the territory to be covered we 
should send question blanks, to be 
filled out with information ob- 
tained from local grocers. What 
kind of buckwheat flour is being 
sold in his town? What kinds 


have appeared and disappeared in’ 


the past five years? How many 
grocers are there? What sort of 
package sells best in the com- 
munity? Publishers are conscien- 
tious in obtaining this information, 
and it produces surprising results. 
In one locality a fifteen-cent pack- 
age sells best, in another the de- 
mand is for a ten-cent package, 
and in still others bulk goods 
have always led. In the case of 
a soap or cleanser we have gone 
to the pains of getting samples of 
water from each town in a large 
group of states and having them 
tested for hardness. This prelimin- 
ary work is often costly, and in- 
volves lots of detail. But it en- 
ables us to lay facts about actual 
conditions before the advertiser. 
“When the buckwheat flour ad- 
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vertising starts with half-page dis- 
plays, bearing the name of every 
local grocer, we follow up with 
more questions. The publisher is 
asked to get figures on sales in 
each store, and thus we keep the 
advertiser posted on the demand 
for his commodity, giving him in- 
formation from sources quite out- 
side of his own business. There 
may be five grocers in a town, but 
only four are selling the com- 
modity. In the case of the fifth 
dealer something is wrong. Fre- 
quently we can point out careless 
work on the part of salesman, or 
other defects in the business sys- 
tem. The newspaper publisher is 
also enlisted to solicit auxiliary 
advertising from the grocers them- 
selves. On the days that the flour 
advertising appears the papers 
will often be peppered with 
small ads paid for by the grocers, 
calling attention to the fact that 
they handle this article. These not 
only swell the campaign, but are 
practically an endorsement of the 
commodity by the retailer. 

“When we say that copy is rela- 
tively unimportant we mean that 
the so-called clever copy is seldom 
needed in a campaign conducted on 
such lines. A writing department 
in an agency filled with men who 
can turn out hyper-clever things 
is often miles,away from the real 
business idea of advertising. It is 
apt to regard the campaign from 
‘a purely literary standpc:nt, where- 
as the real view must be taken 
through the eyes of the solicitor 
who has worked up the proposi- 
tion, and knows the true selling 
basis of a commodity. Each of the 
dozen men in the Mahin promotion 
department is a capable copy man, 
and can work up advertising mat- 
ter for the campaign he has in 
hand. Advertising is business, not 
literature. How are you situated 
with regard to your market? is 
the first thing we want to know 
from the advertiser, and then how 
his competitors are situated. By 
seeking information through out- 
side channels we usually arrive at 
more accurate estimates than the 
advertiser himself can give. Then 
comes up the question of how 
much can be spent for advertising. 
After the advertising has started 





it may be necessary to sample a 
cer.ain number of towns. No copy 
writer, however clever, would ever 
know this. There are so many 
points that escape the writer on 
the inside of an agency. 

“As a rule our copy aims to tell 
the whole story the first insertion. 
Copy that sells goods tells the story 
at sight and puts the proposition 
up to the reader. Clever copy has 
but one use—that of reminding the 
reader by a brief pithy phrase or 


a picture with the humorous or ° 


artistic element. Selling copy must 
sink all appearances of cleverness 
for the sake of the story and the 
commodity. Copy that merely re- 
minds may sink the commodity 
and be clever, to a certain extent, 
however. It mav be catchy or 
even freakish. But selling copy 
must deal with the vital selling 
point of the commodity. This sell- 
ing point is often exceedingly diffi- 
cult to discover. I have paid a 
high salaried chemist $25 for an 
hour’s talk, simply for the sake 
of asking him certain questions 
about an article for which I was 
writing copy. Another article I 
have used in housework, just to 
get the r.ght point of view for sell- 
ing arguments. This point of 
view could never have been arrived 
a: by any process of reasoning, or 
any flight of imagination. Actual 
use showed how a woman would 
regard it. A good, strong adver- 
tising argument isn’t necessarily a 
selling argument. It may be pure- 
ly empiric. Some trme ago we 
had a commodity that fairly 
sprouted good arguments. We 
employed half a dozen different 
ones, and for a year the product 
sold successfully. It seemed, how- 
ever, that of all the things to be 
said in favor of this product there 
must be one that was far better 
than all the rest. So we tried it 
out. Four leading arguments were 
employed in four separate series 
of newspaper ads in different ter- 
ritory. Each had a strong adver- 
tising point, each ad offered a free 
sample to induce repiies and every 
ad was keyed. After a month’s 
trial one argument had gone so 
far ahead of all the others in pro- 
ducing actual sales that there was 
absolutely no question as to its 
(Continued on page 6.) 
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Little Lessons in Publicity.—Lesson 45. 


The following leading evening papers are each under forfeit of self- 
respect, good business policy and square, honest dealings not to break rates 
or make concessions of any kind from their printed rates for advertising in 
either the local or general field. Advertisers and advertising agents may 
freely include these papers on all estimates and lists, with full confidence and 
assurance that their published rate cards will be absolutely maintained, and 
that there is no reason for concealment. The treatment of their patrons is the 
same in all cases. No discrimination, no favoritism, no humbug of any kind. 


CUT RATE IS NOT ALL. 


These papers believe that a newspaper should furnish every advertiser 
with an itemized statement of its net paid circulation every day during the 
life of the advertiser’s contract; or, in other words, deliver an itemized 
bill to the advertiser of the goods sold. The newspaper advertiser is clear] 
entitled to two things. First, to know what he is paying for; and, Ricans | 
to know that he is paying no more than others pay for the same service. 


THE INDIANAPOLIS NEWS 
THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 
THE WASHINGTON STAR 
THE BALTIMORE NEWS 


Five of a kind. Clean, known circulation, one rate and one condition 
home papers. The advertisers who have dealt with this list of papers once 
never attempt to dicker. They know from experience there is no deviation 
from the printed rates and conditions, 


CAUTION. 


When a paper refuses to give you the detail of its circulation, or lies 
about its circulation, or remains silent about its circulation, something is 
wrong. Insist on an itemized statement of the goods you purchase. “ When 
you get a special figure or cut rate on advertising space, it is safe to assume 
that some contemporary in your business is getting still more favorable 
terms. THE ONLY SAFE RULE is to deal where the same rate is charged 
to everybody for the same service, and where the newspaper treats its pat- 
rons the same in all cases. No discrimination. no favoritism, no humbug of 
any kind. Simply honest, straightforward business propositions.” 


lM. LEE STARKE, 


bie spied Manager General Advertising, hha jue 
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being the right one. That was 
the vital point. Some time after 
we found it this product went to 
ano.-her agency. That agency is 
using all the arguments we started 
with. We know the vital one. 

“With right understanding of 
the business side of a commodity 
it is possible to get very good re- 
sults with comparatively small 
copy. We have a client who 
makes gloves for drivers, farmers, 
machinists, etc. The first year in 
business he sold eighty dozen with- 
out advertising. His goods were 
not properly distributed to dealers. 
We got up some two-inch ads for 
agricultural and engineering jour- 
nals, offering a pair of gloves free 
to the person who first sent the 
name of a dealer in his town who 
did not carry them. The price of 
the gloves was raised fifty cents 
a dozen to cover this expense. Re- 
plies came in freely, with the result 
that the second year 8oo dozen 
were sold, and now, in the third 
vear, sales are at the rate of 4,000 
pairs. The cost of selling through 
traveling salesmen, without adver- 
tising, was eight per cent. The 
cost of selling through advertising, 
including salesmen’s expenses and 
advertising, is six and a half per 
cent. Inquiries were secured at a 
cost of seven and a half cents each. 
This campaign was based on an in- 
vestigation of conditions in that 
trade, and, to a certain extent, was 
conducted with the knowledge that 
replies must not exceed a certain 
cost. The element of copy was a 
small one. 

“Copy is not to be ignured, nor 
given into the hands of a cheap 
man. But as between clever writ- 
ing from the purely literary stand- 
point, and the crude story of the 
commodity told by the solicitor 
who knows the business proposi- 
tion, the latter is worth ten to one. 
Where clever copy is needed, it is 
needed badly, and nothing will take 
its place. But ninety-five per cent 
of all advertising is so horse- 
sensible in its underlying business 
facts that clever copy would only 
be harmful. In these campaigns 
everything depends on the hidden 
machinery of the campaign-busi- 
ness conditions, distribution, sales 
and follow-up.” 


Fifth Talk to 





Manu ifacturers 





The admission of adver- 
tising as a part of your busi- 
ness policy does not indicate 
a departure from conserva- 
tism, nor does it merely open 
the door to wider possibili- 
ties. Trade insurance must 
be considered, so that the 
progress already made can 
be maintained. It has two 
objects—holding what you 
have and getting more. Un- 
derneath the hard and fast 
principles of old trade meth- 
ods upon which great busi- 
nesses have been built in the 
past, the advertising fire has 
been smoldering unnoticed, 
but here and there it bursts 
into flame and a new busi- 
ness era is established. You 
can ignore advertising, but 
advertising will not ignore 
you. With the realization of 
the fact that business condi- 
tions are changing, that old 
methods are inadequate for 
present and future needs, 
comes the desire to investi- 
gate the possibilities of ad- 
vertising. At this point we 
desire to correspond with 
you—or better still, to talk 
with you. 


CALKINS & HOLDEN, 


St. James Building, - New York 





If this is the first of our series 
of talks that you have seen, 
write and we will send you the 
previous ones. They make a 
continued business story which 
ought to interest svete ene 
facturer of a staple. r CH 

Book and other literature sent free on request. 
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DIVISION. 


Subtraction is a process much in 
favor with adwriters and those 
who advise them, and is a very 
good thing in its way. But after 
the superfluous words have been 
subtracted, it is advisable to bring 
another arithmetical process to 
bear upon the remainder of the ad 
—that of division, 

Bacon's dictum on books might 
be paraphrased, “Some ads are to 
be tasted, others to be swallowed, 
and some few to be chewed and 
digested.” The ad that is fit only 
for tasting is the one set in ten in- 
harmonious faces of type and di- 
vided into a crazy-quilt pattern by 
as many styles of border. That 
kind of ad gets a single glance, 
usually, which is one glance more 
than it deserves. The ad to be 
swallowed is the single phrase on 
billboard or car card. It goes 
down at a gulp, leaving nothing 
but an impression, but is very ef- 
fective as an accessory to more 
elaborate matter in magazines and 
newspapers. The ad that is to be 
chewed and digested is the best of 
the three—the ideal ad, in fact. 
There is a fourth kind that falls 
outside of Bacon’s classification— 
the ad that is so soggy as to be 
thoroughiy unpalatable—but is not 
an ad at all, and need not be con- 
sidered. 

The ad that is to be chewed and 
digested must be constructed with 
that end in view. It must be put 
together like a good dinner—in 
courses. The nearer it comes to 
being pre-digested the more at- 
tractive and tempting it will be, 
and the more likely to find appre- 
ciation. Not enough attention is 
given to dividing advertising mat- 
ter into neat eyefuls—and by ad- 
vertising is meant any extended ar- 
gument, from a newspaper an- 
nouncement of two hundred words 
to a booklet of a thousand. Too 
many ads are set before readers in 
an indigestible, unsavory lump of 
nonpareil or agate. White space 
is a good thing in advertising, and 
its gospel cannot be too persistent- 
ly preached, but is good only when 
distributed judiciously. As a rule, 
when an advertiser becomes con- 
vinced that he must use white 
space, he puts a quantity down the 











PRINTERS’ INK, 7 


left side of his ad or uses it asa 
mat for his solid argument. He 
uses it after the fashion of the cook 
who dumps all his pepper, salt and 
Worcestershire sauce into the soup 
or entre. White space is a season- 
ing for publicity. It must be used 
judiciously. The matter must be 
cut into attractive, well-spaced 
paragraphs, each containing a 
thought or thread of the whole 
story, each a little ad in itself, set 
off in its little mat of white. There 
are ways of tempting the eye as 
well as the palate. Wide margins 
separated into neat eyefuls—per- 
haps a small ornament between 
each—makes the difference be- 
tween the solid, indigestible pam- 
phlet of the patent medicine testi- 
monial sort, and the tasty brochure 
that invites reading by its typo- 
graphical neatness. The advertis- 
er who writes copy with this de- 
scription of booklet or ad in view 
will be almost certain to write bet- 
ter copy—use better language and 
make his arguments more concise 
and reasonable. 

The process of division can often 
be applied in another way—that of 
dividing a long ad into several 
sinaller ones or a large booklet in- 
to small folders. The catalogue 
idea is being abandoned by many 
shrewd advertisers. Readers want 
advertising matter in small doses. 
A well-known medical specialist in 
New York, who has long used the 
catalogue style of booklet, recently 
paid an expert to divide it into 
some two dozen little four-page 
leaflets, each describing an ailment 
in a treatise of two or three hun- 
dred words, the last page contain- 
ing office hours, terms and other 
general matter. The inquirer who 
is interested in one particular ail- 
ment gets matter pertaining to that 
alone, or if the whole series is sent 
it is more attractive than any book- 
let could possibly be. In the case 
of extensive campaigns there is an 
appreciable saving of printed mat- 
ter. Other lines of business use 
small folders for each line of an 
extensive stock—hats. shoes, un- 
derwear, ties and so forth. 


es 

“Rear Estate Ads” is a booklet from 

the Toronto Evening Telegram. contain- 

ing a dozen pithy remarks on the neces- 

sity for advertising real estate and using 
this medium in Toron*o. 
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WITH ENGLISH ADVER- 
TISERS. 
By T. Russell. 


Not merely because the Times is 
an important factor for a great 
deal of advertising in this country, 
but because the Times, or (as T 
suspect) someone acting on behalf 
of or in connection with the Times 
has suddenly become temporarily 
one of the largest newspaper ad- 
vertisers in Britain, I hasten to 
send news of what has been a 
much greater surprise to everyone 
here than it is likely to’ be to any 
reader of PRINTERS’ INK. 

* * * 

The 7imes is using pages, triple 
columns, and half-pages in the 
leading daily and weekly newspa- 
pers of this country to advertise a 
circulation scheme. It is neces- 
sary to have lived in England for 
some years in order:to realize the 
staggering, breath-arresting  sig- 
nificance of this. Since its foun- 
dation in 1785, some years before 
the French Revolution and not 
many after the American, the 
Times has stood for all that is re- 
ticent, conservative, and non-com- 
mittal. Many years ago, when I 
was younger and did not value my 
life as much as I do now, I asked 
Mr. Moberly Bell, the abundantly 
genial and talented manager of the 
Times two questions: When would 
the Times be sold for a penny, and 
what was the circulation of the 
Times? Mr. Moberly Bell did not 
ring (as I anticipated) for the key 
of the deepest dungeon beneath the 
castle moat. He felt that the dig- 
nity of his replies sufficed to chill 
me. The Times, he said would 
never reduce its price to a penny, 
because to compete with penny pa- 
papers it would be necessary for 
the Times to be vulgarized (I 
trembled); and the circulation of 
the Times was Mr. Walter’s pri- 
vate business. To the diffident 
suggestion that it had something 
to do with advertisers in the 
Times, Mr. Bell made answer that 
no one had ever been asked to ad- 
vertise in the Times, and there was 
conveyed to my _ consciousness, 
what I am sure everyone at Print- 
ing House Square feels, that an 
entirely sufficient privilege is” con- 


ferred upon advertisers by their 
announcements being admitted to 
the honor of publication in the 
Times at all. And there is some- 
thing in that, too. The censorship 
exercised by the Times is so strict 
that something like a combination 
of the characteristics of Galahad, 
George Washington and the Boy 
Who Stood on the Burning Decx 
are required of an advertiser be- 
fore he gets in. In short the 
1imes is just about as strict as the 
Ladies’ Home Journal, with the aa- 
ditional peculiarity that except in 
exceptional circumstances and in a 
full pager, it does not admit 
blocks. 
* x 

The Times has always been just 
about as conservative in advertis- 
ing itself as it is stern in dis- 
couraging other people to advertise 
in it. Consequently this circula- 
tion scheme and the lavish and 
able way in which it is being ad- 
vertised took everyone by surprise. 
Briefly the scheme is this. I must 
explain first that the Times is sold 
at three-pence a copy—six cents— 
and I believe that it is the only 
daily newspaper in the world sold 
at precisely that price. In this coun- 
try, it is the custom to buy daily 
and other papers from shops. The 
annual subscription plan is very 
little used because there is no ma- 
chinery by which, on that plan, a 
daily paper can be delivered to the 
reader with sufficient expeditious- 
ness. In practice most people 
either buy their morning paper at 
the railway station as they go to 
business, or have it delivered at 
their houses by a messenger from 
the nearest newspaper _ store, 
monthly account. One result of 
that is that the circulation of all 
our newspapers is of a much more 
fluid nature than the circulation 
of newspapers anywhere except in 
the largest cities of America. A 
man can change his morning paper 
six times a week if he chooses. The 
Times now offers to deliver itself 
to any address in Britain, using the 
existing organization of newspaper 
stores for the purpose, for an an- 
nual subscription of $15 a year, 
which works out at a reduction of 
about 23 per cent. The offer is 
made for a limited time, and a 
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fioteworthy feature of the advertis- 
ing of it is the frank admission 
of the Times that an improved ad- 
vertising ‘revenue is looked for as 


a result of it, 
* * ¥ 
In this connection—and this 


makes the facts peculiarly interest- 
ing to Americans—I feel bound to 
mention that the scheme bears to 
my eye a strong suspicion of not 
being a Times scheme, strictly 
speaking, at all. The advertise- 
ments have so great a family like- 
ness to the Encyclopaedia Britan- 
nica advertisements with which the 
name of the Times was used, that 
1 feel pretty sure that if this 
whole affair has not been engineer- 
ed in the interests of the American 
syndicate which secured the inval- 
uable help of the Times for the 
Encyclopaedia scheme, at allevents 
the managers of the latter have 
something to do with it. Very few 
people outside the advertising com- 
munity, of course, knew that the 
Enclycopaedia scheme wasn’t di- 
rectly the property of the Times, 
though it advertised the Times as 
nothing else ever done from Print- 
ing House Square ever did adver- 
tise it. The Times is the most ab- 
solutely unique specimen of com- 
bined incompatibilities that I ever 
heard of. Stodgy, ponderous, re- 
luctant, conservative, backward in 
some respects—utterly unaffected 
by the spirit of the age on the bust- 
ness side, the Times has always 
been brilliantly enterprising, lavish 
in its determination to give its 
readers the best in every field that 
can be got, when the editorial side 
is considered. It will do nothing 
to attract advertiser—though it is 
even more dependent on advertis- 
ers than other daily papers. It 
will abate nothing of its own con- 
ditions as to position, display, 
terms.” It has always rigidly set 
its face against anything calculated 
to make its own merits known 
otherwise than through the enthus- 
iastic good opinion of its delighted 
readers. Inevitably much of its 
great merit has been always hidden 
by this reticent policy. ‘he Times 
cannot even now be said to have 
been rejuvenated; but there is no 
doubt that the, very. remarkable 
man whose name I have already 
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9 
mentioned—Mr. Moberly Bell—has 
made an enormous difference to 
Printing House Square since he 
laid down the work of being only 
the local~ correspondent of the 
Times at Cairo in Egypt, to be- 
come its business manager in Lon- 
don, a change of functiqn very 
rare in British journalism and 
probably without precedent in the 
history of the Times, But for Mr. 
Bell, I am confident that the En- 
cyclopaedia scheme would never 
have been for an instant listened 
to by the proprietors. But for him 
not one of the numerous ways in 
which the Times has, of late years, 
been brought nearer to a commer- 
cial standard as an advertising me- 
dium would ever have been adopt- 
ed. I do not doubt that he has 
faised both its circulation and its 
revenue; and whether the present 
campaign is the direct work of 
Printing House Square, or merely 
the outcome of an arrangement be- 
tween the Times and Mr. Hooper 
of the late Clark Company, as I 
have already said that I suspect 
it to be, the Times will assuredly 
benefit largely by it, and will have 
Mr. Bell to thank. 








Financial Advertising 





URING June, 1904, The 
Record-Herald carried 23,785 
lines of Financial Display Adver- 
tising, which was 4,310 lines more 
than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, 7he 
Record-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused all 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of The Record-Herald circulation 
—the largest circulation of any 
newspaper in the United States 
selling for more than one cent— 
whether-morning or evening. 
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DAILY NEWSPAPER INVES- 


TIGATIONS. 
XVII. 
NEWPORT, R. I. 

Newport is a city of 22,000 people or 
more, and has no manufactories. It has 
a very fine harbor, and no commerce. 
The city’s energies are devoted solely 
to the entertainment of the thousands of 
people who visit it every summer. It 
is, as the American Newspaper Director 
states, a “pre-eminent summer resort.” 
More people of wealth reside upon its 
famous Avenue during the warm months 
than in any other summer resort in the 
world. The two Newport dailies are the 
News, an evening paper, and_ the 
Herald, publishcd in the morning. Both 
have eight. pages, and the subscription 
price of both is $6 a year. 

I visited Newport in the afternoon, 
and the newsboys were numerous on the 
streets with the News and the Boston 
American. *¥ inquired’ “of ‘two of them 
whether the News or Herald has thi 
larger circulation and both said that the 
News has. <A fruit-dealer said he reads 
the Herald, and a cierk in a market 
reads both papers. He thinks, however, 
that the News shows more enterprise in 
certain directions than its morning con- 
temporary. A bookseller and stationer 
considered the News of more influence 
than the Herald, though he reads both 
and did not want to disparage the 
Herald. On the whole, there was no 
very decided opinion in favor of either 
paper, although the News, perhaps, had 
a little the best of it, 

Advertisi in Newport doesn’t seem 
to have reached a very advanced stage 
of perfection. In one respect the ad- 
vertisers have an advantage over the 
merchants of most towns, as they say 
just where in the paper they want space, 
and will accept no other space. There 
is a general idea prevalent among the 
merchants that the summer residents 
read the local papers, and that this is 
the chief reason for advertising. The 
publisher of one of the papers told me 
that it would almost pay to discontinue 
the paper diring the winter. Some of 
the advertisers prefer the Herald be- 
cause it is a morning paper, and is read 
at breakfast by those on the Avenue 
who take their breakfast in bed. More, 
however, believed that the News is pre- 
ferable. Several reasons were given for 
this opinion: greater age, greater circula: 
tion, greater vigor, because it is an 
evening paper. 

The publisher of the News is one of 
the few newspaper men I have met who 
knew nothing of the Printers’ INK in- 
vestigations, His average circulation 
last year was 3,957 and he stated to me 
that it will go beyond the 4,000 mark in 
1904. A new duplex press is to be in- 
Stalled soon, which will take 12 pages 
when that number is required. 

The manager of the Herald told me 
why his circulation figures are not ‘in 
Rowell’s Directory. He cannot furnish 
a detailed statement because he doesn’t 
keep count of the number printed. The 
prssman stays at his post until the de- 
mand is supplied. The.counter, how- 
ever, is in working order and a detailed 


statement could be supplied if the mam 
ard so desired. On the day I visited 
ewport the count was 3,210, and it 
was undoubtedly correct. I was told 
that during the summer it will rise to 
3,500 probably, and’ in the winter fall 
to 2,600 or 2,700. As I bade the man- 
ager good bye, and was leaving the 
building, he called after me: “But [J 
won’t give a detailed statement.” 

Both the News and Herald go largely 
to the same people. This was admitted 
at the offices. The News has the larger 
circulation, and has an advantage on 
this account. The Herald makes -more 
of an effort to secure society news, and 
is popular with the smart set on this 
account. Personally, I believe the 
News to be somewhat the better medium. 
. New York papers come into Newport 
in greater quantities than those from 
Boston. The Herald, Sun and Times 
agoner to lead, and the American, Her- 
ald and Globe are in the fore as regards 
Boston -papers. While all the summer 
residents see metropolitan papers, they 
can ‘be reached easier through the New- 
port News or Herald. 


WOONSOCKET, R. I. 

The census of 1960 gave Woonsocket 
28,204 population, and it is estimated 
locaily at present to be 30,000. Between 
15,000 and 20,000 of these are French, 
or of French descent. The city is only 
sixteen miles north of Providence, and 
is engaged in the manufacture of rubber 
goods, cotton and woolen goods, and 
machinery. Three evening dailies are 
ublished—the Call, Reporter and a 
*rench paper, La Tribune. 

This year’s American Newspaper Di- 
rectory states that the average circu- 
lation of the Call during 1903 was 7,- 
553; and of the Reporter, 7,307. As 
one man told me, on the street, it is 
“nip and tuck” between them. I called 
at three newsstands and the proprietors 
of two of them could not, or at least 
would not, state which paper they _be- 
lieved to be strongest. The third thinks 
the Call is in the lead. 

As a rule the advertisers of Woon- 
socket use both of the English papers, 
and generally La Tribune also. The 
Martin Shoe Company fs probably the 
most extensive shoe advertiser in the 
city. All papers are used, as the com- 
pony manager doesn’t believe it would 

wise to cut off any of the three. 
Austin S. Cook & Company, furniture 
dealers, advertise in the three papers. 
If it were necessary to confine them- 
selves to one paper, the Call would be 
chosen, but they cannot afford to drop 
either of the others. The Call is be- 
lieved to go to the middle classes, and 
the Reporter to those with moré money. 
The company’s advertiser volunteered 
the information that he doesn’t think 
the papers duplicate each other. 

One merchant in Woonsocket who is 
going out of business is advertising 
uite extensively in the three papers, 
though he has never advertised before. 
He says his past determination not to 
advertise was one of the great mistakes 
of his business career. 

_ One of the largest department stores 
in the city does not use the Call >* 
present. T do not think that they con- 
sider it a poor medium, however. There 
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seems to be some disagreement over 
rates, 

The manager of the Reporter stated 
that the circulation is running between 
6,900 and 7,300 at present. The paper’s 
field—which is that of the Call, aiso— 
is limited on the south by the Provi- 
dence papers and the Pawtucket Times, 
on the northeast by the Boston papers, 
and on the northwest by the Worcester 
dailies. But in its own territory the 
manager thinks that the advertiser must 
use the Reporter—"‘and the Call, also,” 
he added. He thinks that there is a 
greater chance for an increase of. cir- 
culation by the Tribune than by either 
of the English papers. 

Mr. Hudson, manager of the Call, 
was out of the city on the day I call- 
ed. I was, however, offered the same 
opportunity of examining circulation 
which Mr. Seaver of the Association of 
American Advertisers had earlier in the 
year. Mr. Seaver found that ninety- 
one per cent of the circulation claimed 
by the Call is net. Outside of Woon- 
socket, where over 2,700 copies are sold 
nightly the principal field is in southern 
Massachusctts. ver 1,000 copies go to 
the two towns of Franklin and Black- 
stone. On the south, the Pawtucket 
Times is in the lead, even in the town 
just south of Woonsocket. Pawtucket 
and Providence are the trading centers 
of this section, and the Call doesn’t ex- 
pect to break into the field. But the 
time is not far distant, it is believed, 
when a new eight-page press will be 
instal'ed, and after that 10,000 circula- 
tion is to be the aim. j 

La Tribune’s proprietor says he_ is 
printing between 5,500 and 5,800 copies 
nightly. The rating in the American 
Newspaper Directory is ‘“H,” meanin 
over 2,250 copies, new press is need- 
ed in this office, also, and after that 
comcs the owner expects to put his pa- 
Rt into about every French home in 

hode Island. 

The leading newsdealer in the city 
told me that not more than 400 Provi- 
dence papers, morning and afternoon 
combined, come to Woonsocket. There 
are as many as 400 Boston Americans 
alone sold—and the other Boston papers 
together won’t reach 400. 

One cannot cover the field in and 
around Woonsocket without employing 
the Call and Reporter. It is in no sense 
a “one-newspaper” town, and the two 
papers reach different classes of readers 
entirely. While many .of .the French 
read one of the English papers, hun- 
dreds do not, and La Tribune is a good 
medium for reaching these people. 


—_+o+—__—_ 
“TURKISH ROOMS” A POPULAR 
HOTEL ATTRACTION NOW, 

The possession of a Turkish parlor 
will soon be possible to the most modest 
hotel. A firm of cigarette manufactur 
ers will, on condition that only their 
wares be sold; supply the sable attendant 
appropriately gatbed. in clothes to match 
the draperies. His wages are paid by 
the dealers, who rig him out in Oriental 
fashion and deliver him to the hotel at 
no cost whatever. There has alread 
been an increase in the number of Turk- 
ish rooms and ebony servitors, and 
boo promise to become more numerous. 
—New York Sun, 
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A GOOD SUGGESTION AND A 
CRIMINAL PUN, 

There is little doubt but that the ad- 
vertisements which might be called clever 
are noticed more than the plainer 
sort. The bright illustration sticks in 
the mind, but too often the article ad- 
vertised is overlooked or completely for- 
gotten. The effort of the advertisement 
writer should be put forth to connect the 
“catchy” idea with the article so that 
when one is suggested, the other will 
be called, up. 

Again, the illustration or figure of 
speech is too large in proportion to the 
description and exploitation of the prod- 
uct. For instance we sometimes see the 
introductory illustration or metaphor of 
expression wr] up three-fourths of the 
page.—Don’t fill a page with roses in 
order to suggest Rose Brand Flour. 
Show that the rose is the best flower 
and the best flour is the Rose. Make 
the readers wish to go to the grocery, 
not to the green-house.—Mahin’s Maga- 
sine, 

—— +e 


THE 
TORONTO 
DAILY STAR 


Sworn daily average circu- 
lation first six months ’94, 


BGO,048 5 


Best afternoon paper —city 
and country circulation. Cir- 
culation figures are net—all 
damaged, unsold, free or re- 
turned copies have been 
omitted. 








Sworn statement on application. 


The Star 


Toronto, « - Canada. 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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BY GEORGE ETHRIDGE, 


The advertising of 20-Mule- 
Team Borax has been various. In 
its early stages the campaign was 
of a vague and general character 
that was rather disappointing, but 
recent developments have been 
much more in line with the prin- 
ciples of good advertising. 

The newspaper series which has 
been running lately is very good, 
indeed. The copy has been good, 
and, while there is nothing artistic 
Or beautiful about'a mule, the il- 
lustrations of this series have at 





least attracted attention to the copy 
in’ a ‘very striking way. 

' The advertisement reproduced 
here and marked No. 1 is a maga- 
zine ad, and, while. it is ungallant 
to prefer a mule to a lady, tt must 
be said that the illustration of this 
ad is far from being either appro- 
priate or impressive. 

The original drawing was prob 
ably a thing of beauty, but a lady 
who turns her back upon us is 
never regarded with any particular 
degree of interest. Perhaps if we 
could see her face,.we might like 
her, but in her present attitude she 
is not particularly alluring, and it 
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COMMERCIAL ART CRITICISM 


READERS OF FRINTERS’ INK WILL RECEIVE, FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MA ETBAIDGE. 





33 UNION SQUARE, N.Y. 


is not possible to see what she is 
doing. 

The picture ‘is. entirely inappro- 
priate, -and the character of its exe- 
cution is not adapted to the pur- 
pose to which it is put. 

No. 2 eliminates the objections 
noted above. 

* * * 

There is one particular kind of 
advertising monstrosity in the per- 
petration of which railroads seem 
to have no close competition. 

This is not an adverse criticism 
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on. railroad advertising as a whole, 
because very much of it is excel- 
lent and commendable. 

It seems, however, that when an 
advertiser of this class really gets 
busy along certain lines, there is 
no end to the queer things he can 


o. 
This Detroit & Buffalo Company 
ad—a half page magazine ad.in the 
original—is really a great effort. 
Upon the hill at the right you 
will observe a train of cars. From 
the headlight of its locomotive a 
glare of light discloses in some un- 
known way the words “World’s 


















‘Fair.’ The searchlight of a pass- 
ing steamer throws a strong shaft 
of light over the entire railroad 
train, and, to make the picture 
complete, a giant arm with a bull’s 
eye lantern is thrust in from no- 


aE nt 
= ll ae sel 


AKE>« RAIL 


tLA 
~~ BUFFALO 


BLFEFALO DETRONT 


*D=B 





where and lights up a , section of the 
steamer, 

Why these things are done’ no 
one can tell. The arm and the lan- 
tern is certainly an inspiration, 

Not satisfied with all this, we 
have a draped lady down in the 
left foreground whose luxuriant 
hair is twisted and tied securely 
around the border of the advertise- 
ment. Beside her we find the in- 
scription, “The Water Way.” 
Whether this means that the lady 
is on the water wagon is not clear, 
but, of course, it must mean some- 
thing. 

Viewing this remarkable piece of 
construction from every standpoint, 
it must be conceded that in its class 
it far outranks anything that has 
appeared this year, 

* 

Here is a little. advertisement of 

a pipe that we are told is so con- 








structed that it will not burn the 
tongue, 

You will notice that the gentle- 
man smoking the pipe is in serious 
trouble.: There is a large hole in 
the side of his. face, which was 
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either eaten out by a cancer, or 
neatly removed by a surgeon for 
the purpose of showing what is 
going on inside. This. particular 
pipe may be a most excellent thing, 
but the picture is a thing of horror. 

A mutilated human face is not 
an object which will attract fav- 
orable attention. On the contrary, 
it is distinctly repellent and liable 
to drive people to the cigarette 
habit rather than induce them to 
buy a pipe which’ they associate 
with so unpleasant a picture. 

* * * 

This advertisement of Lyon & 
Healy is not reproduced because 
there is anything new about it, but 
to point a moral. 

There are probably very few 
people in the United States who 
can read and write and: have not 
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seen this picture of the man with 
adrum. It has been a familiar ob- 
ject in magazines and other period- 
icals’ for so many years that it 
seems as if eperynony a asso- 
ciate it with Lyon & Healy. 

Of course, the drawing is an old- 
fashioned one and bears all the 
éarmarks of the’ middle of last cen- 
tury. For a very small sum of 
money Lyon & Healy could :se- 
cure a picture of a man with a 
drum which, from. an artistic 
standpoint, would be a tremendous 
improvement over the old chap. It 
is probable that they have been 
advised to do this a great many 
times, but it would be a very un- 
wise step just the same. 

When-a picture is used enough 
to acquire a trademark value, it 
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is an asset worth a great deal of 
money, and to change it for some- 
thing else, or modernize it, or 
monkey with it in any other way 
is far from being good policy. 

Advertising illustrations consid- 
ered as such should always be up- 
to-date, handsomely executed and 
frequently changed, but when it 
comes to a picture of this kind, 
used a great many years ago when 
pictures were scarce and kept be- 
fore the public ever since, it is a 
different: proposition. 

* * % 

A familiar feature of magazine 
advertising nowadays is bank ad- 
vertising—something which is 
quite a recent development. 

Bank and trust companies in all 
parts of the country seem to have 
a strong hunger for money and 


The Point 
Of our 
Aroument 


every six months. 
pital, Surplus, Undivided Prods 
‘? 


Pittsburg, Pa. 





offer inducements for out-of-town 
deposits. 

There must be considerable 
ready money waiting around for 
the 4 per cent or 5 per cent these 
advertisers offer, or else it 
wouldn’t pay them to keep it up the 
way they are doing. 

Most of this advertising is pretty 
good, some of it being exception- 
ally strong. The Pittsburg Trust 
Company ad reproduced here is one 
of the best and strongest appear- 
ing in current periodicals. 
Banking by mail seems to have 








become quite an institution, and we 
will probably soon have a new 
crop of experts devoted exclusively 
to this class of publicity. 


* * * 
The average range advertisement 
consists of a picture of the range 














and a lot of words, and for this 
reason it is refreshing to run 
across a series of advertisements 
which gets out of the well-known 
rut. 

Advertising stoves and ranges 
can be made just as attractive as 
any other kind of advertising, as 
the two examples reproduced here- 
with show. 

These ads are from a series now 
running in the newspapers adver- 
tising Red Cross Ranges, and it is 
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safe to say that they are among 
the very best ads of the kind that 
have appeared in many a day, do- 
ing equal credit to the advertiser 
and originator. 

This advertising is done by a 
Pittsburg agency. 
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CALENDAR designs for 1905 are shown 
jn miniature in a handsome booklet from 
the well-known calendar house of the 
Thomas D. Murphy Co., Red Oak, Iowa. 


TuE completion of his twentieth year 
as an optical specialist was made the 
occasion of an interesting booklet, show- 
ing views of testing rooms, by W. Guil- 
bault, Biddeford, Me, 


“SoMETHING Goop” is a brochure con- 
taining the story of Parker’s Old‘ Maid 
Whiskey and telling show: consumers can 
get it from the aistillery. It is sent 
out by the’ Orene Parker Co., Covington, 

y., and is an excellent piece of mail 
order literature. 


Tue Priscilla shirt and waist holder 
is illustrated effectively in a little book 
from the Goodspeed Mfg. Co., Ann 
Arbor, Mich. While the story is told in 
the pictures, and the booklet is good 
advertising, the printing might have been 
daintier. 


“AFTER SUNSET” is a booklet showing 
different types of electric signs in Phil- 
adelphia, accompanied by some daylight 
effects and general remarks on cost of 
maintenance. It comes from the. Phil- 
adelphia Electric Company, and can be 
depended on to make anyone believe in 
signs. 

“Wuere Moths Do Not Corrupt” is 
a booklet describing the red cedar chests 
advertised in magazines by the Piedmont 
Furniture Co., Statesville, N. C. Pic 
tures and matter are excellent, but a 
more tastefully printed booklet. would 
unquestionably have a better effect on 
magazine readers. 


Pink Pointers ig a business periodical 
devoted to demonstrating the value of 
streetcar advertising, published. by the 
Ambrose Petry Company, Chicago, De- 
troit and New York. While of an in- 
teresting nature, rather too much of its 
space is given up. to miscellany.. Some 
readers might miss the street car points. 


Tue Daily News, Fall River, Mass., 
sends out with its compliments copies 0: 
an interesting volume on that city and 
its’) manufactories, compiled by Henry 
H. Earl. There ate very complete sta- 
tistics of the cotton mills, Fall River’s 
chief industry, with a certain amount of 
information of interest to general adver- 
tisers, ? 

An ‘adyertisement sure. to. be 





a young ledy named “Miss Zenoleum,” 
sent out to advertise the disinfectant of 
that ‘name by the Zenner Disinfectant 
Co., Detroit. A mailing card that .ac- 
companies the picture tells about, ‘the 
proecss ‘by which it was made, and en- 
ances its value. 


A LARGE portfolio from Jos. Sigmund, 
advertising writer, Denver, is devoted 
chiefly to views of his, offices and ‘en- 
thusiastic letters from his patrons. Mr, 


Sigmund’s clientele seems to be entirely 
among Denver fetailers,, and to judge 
from their;.commendations -hé:;has suc- 
ceeded in producing publicity for them 
that show results, 
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pre: 
served is a dainty. color photograph of | 
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Heat insulation and magnesia cover- 
ings are described in a luxuriously made 
catalogue from the Philip Carey Mfg. 
Co., Cincinnati. Fine illustrations show 
the application of magnesia coverings to 
steam plants,in hotels, office buildings, 
department stores, battleships, pumping 
plants and «other — buildings. he de- 
scriptive matter.is decidedly interesting. 


THE latest booklet of the Stromberg- 
Carlson Telephone Mfg. Co., Chicago, 
contains a thoroughly’ condensed, practi- 
cal account of how rural telephone lines 
are started, financed, built and man- 
aged. Corporation papers, constitution, 
by-laws, contracts and all necessary 
forms are. given, with letters from suc- 
cessful organizers that throw a good 
deal of light on the subject. 





THE phrenological firm of Fowler & 
Wells Co., New York, makes a specialty 
of readings from the photographs of emr 
ployees of business. houses,. outlining the 
character traits of each that are useful 
in business. A neat booklet issued by 
the company shows portraits of the 
salesman of the Joseph Dixon Crucible 
Co., Jersey City, with character read- 
ings, and admirably demonstrates this 
unique service, 


How good a folder can be made of 
the average trolley line! And how sel- 
dom the. trolley line does it. ‘Trolley 
Tours in New Jersey” is a folder de- 
scriptive of the lines of the Public Ser- 
vice Trolley System, whose headquarters 
are in Newark. Each tour is described 
by. itself, and a large colored bird’s eye 
map shows the lay of the whole coun- 
try. Every trolley -passenger agent 
ought to annex a copy of this folder. 


A FOLDER ‘from the C'eveland Trust 
Company, Cleveland, states that this ‘in- 
stitution has more depositors than any 
trust company in Ohio, more employees 
than any Ohio -bank,. opens more new 
accounts every business day than any 
trust company in its State and, with 
assets of $23,000,000, is one of the 
strongest banks west of New York. The 
Cleveland Trust Company, it might be 
added, is probably the largest advertiser 
among the Ohio banks. 


_ “Tue horn on the automobile is prac- 

tically dead—it no longer hag a proper 
effect. upon the pedestrian,” begins a 
folder from the -Gas: Engine Whistle 
Co., 1133 Broadway, New York. Then 
is described a whistle calculated to 
make the pedestrian leap into the air, 
turn round once or twice and light on 
his left ear... This pleasing device is ex- 
tremely economical to maintain, and as 
a guarantéé of good faith the company 
furnishes it ‘on thirty days’ trial, 

Tue C. E, Ellis Co., New York, sends 
out a forceful folder’ showing that the 
mail order house is really the depart- 
ment store of, people. who live in the 
country, and that the seventy-five: per 
cent of the population of the United 
States living im country districts spent 
$50,000,090. with the two leading mail 
order howses of Chicago last year. “The 
mait order papet does for the mail order 
house wnat the newspaper in a city does 
for the department store—tells its nat- 
ural clientele of bargains 
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A Roll of Honor 


Ne ut of money can bay a place in this list for a paper uot having the. 
requisite te qualification. 


ay oe oe under this ~~~ are accepted from publishers whe, accord- 
ing 1 of the American Newspaper Directory, have submitted for 
that Sausion of the tory a detailed circulation statemen signed and da 


t, d 
are generally regarded the ~sguagumad who believe that an advertiser has a right 


These 
to uaoe what he pays his hard cash fo 


(@™ Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY Contract, $20.80 for a full year, 10 per cent discount if paid whens in 
advance. rohan —, or quarterly corrections to date show increase of circulation 
can be made, Se, sends a statement in detail, properly signed and 


dated, covering pre aabaies 
paper Directory. 


AEAD AA. 
Anulaton, i there dee Star. me Ay wd . Sor 1903, 
pee Republic, weekly weekly aver. 1903, 2,216. 


usm, Ledger. dy. + ag 1903, 
seute enn nas Katz., Special Tigent. N. ial 


ARIZONA. 
Biabee, Review, daily. W. B. Kelle; b. 
In 1902'nd issue fees than 1,250. In-/%5 no 
ca than 1, 750. 
"hoenix, Republican. | Da Daily average ee. 
e/oss. Chas. T. Logan Special Agency, 
ARKANSAS. 
overt Renteh, Times. ently. In 1902 no issue less 
1,000." Actual averuge for August, 
p oA October, 1903, "100, 8,109. 


Little Reck, Arkansas Methodist. Geo. ‘ceed 
burgh, pub. Actual average 1903, 10,000 


Little ees Bapust Adv Advance, wy. Actual 
average 1903, +0, four months 1904, 4,720. 
CALIFORNIA. 


reane, Morning Republican, daily. Arer. 1903, 
site. March, 6, . EF. Katz, Sp. Ag., N.Y. 


@akland, Signs of the Times. Actual weekly 
average for 5 82,842. 


nw Facts, aati Daily average for 
1,456. ets weekly ¥- , J 


Viegas OUD. Daily average 
for1ms est. Wei ._H. Portertield, pub. 


San Franeinco, Call, a’y at 'y and §’y. J. D. Spreck- 
els. Actual daily sures PA year ending June, 
1904, 61,802; Sunday, 85.7 8+ 

San Jone. Evening Herald, Herald, daily. The Herald 
Co. Average for year end. At Aug., 1902, 8,597. 

San J Morning Mercury, . Mercury 
Publishing Go. Average for it, 6,206. 

San Jone, Pacific Tree and V 

ctual , 1903, Gleb. Pirsi 
three months, 1904, 8,166. 


COLORADO. 
Denver, Post, dnt . Post Printing and Pub- 
lishing Co. for 1908, 88.798. Average 


Sor June. ‘0s, 47, le Gain, 8,716. 

&2 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred -dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
Nester ems, AE ol 
— ry , Fehe and Pe reecer | 


Evening Register. daily. actual 
av. My ae y 38,571; Eri; Bunday, 11,292. 








period, in accordance with the rules of the American News- 


New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 


New Haven, Paliadium, dail At 
1903, 7,625. E. Katz, special agen eye 


New Haven, Union. 4p. Av. 1903, 15.20. Sra s 
mos, 1904, 15,942. KH. Katz, Special Agent, N.Y, 


Nerwich. Bulletin, morning. Average for 1903, 
4,988; first three months 1904, 5,178. - 

Seymour, Record, j, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 


PAS ng oy ublican. oe, pew ne hy” 
DELAWARE. 


Wilmington, Every Eveni Average guar- 
anteed circulation for 13, 1 1903, 10.784. ™ 


w en Morning Nev News, daily. News Pub- 
lishing Co., publishers. Av. for 193, 9,988. 

DISTRICT OF COL UEBEA. 

Washingten, Ev. Star, da’ Ev. Star News- 
rots Co. Average for 1903, ¥ 088 (©). 





yy weekly. Av for 1902, 
104,508. ret ala mos. 190s, 112. 
Smit Thompson, Rep., N. & Chicago. 
" FLORIDA. 

Jaeksonville, Metro ~~ daily. im: 1908, 
8,898. EK. Katz, Special Ag gent, New York. 

T Morning Tribune. Tri- 
bune Pub: Co, nag trieens. 1908, my ¥ 610, Tampe 

GEORGIA. 

Atlanta, Journal,dy. Av. 1903, 88,928 June, 
1904, 44,051. Semi- —— 9b1. 

Atlonta. News. “Actual daily average, 1903, 
20.104, Average Arn 1904, 26,547. 

Atlanta, Southern Cu oazteal 

semi-mo. “otal te an be 25. Aver- 
age first six months 1904, 1904, $%, 666, 

a ette, Walker Co. Me week! N. 
apiee.Js.,pub. dv. for 1000 L640. 
IDAHO. 

Botse, ge d’y and wy. News 
Ptg. Co., ‘Sook daily 2,761, weekly 
8,475. First 6 mos. 1904, dy. 8,016, wy. 78,868. 
ILLINOIS. 

Catre, Citizen. Daily cuarags (68, 8 8; week- 
ly, 1 110. First siz months te Tet 

weekly, 1 1,125. June, 1908, daily 82 “at: 





Champaign, News. In 1902 no issue less than 

1, peeging AI 8,400 weekly (163). First four 

mos, 1904,n0 day's issue of daily less than 2,600. 

Stheoge. Ad Sense, monthly. The ae Sense 
Co.,pubs. Actual ne for 1902, 6,088. 





Chie Alkaloidal C poonshty. Dr w. 
Cc. ‘Abbott,’ pub.; 8. DeWitt Clo 
Guaranteed circulation now Socoee e eo, Jer 
last reaching 


twelve months, 25,250. 

one-fourth of a. medical paws Bay 
Chieage, Ame: Bee Journal, week’ 
Actualanermpe tor un: 400. 7 
Chieago, Bakers’ Helper, monthly. H. R. 
Ulissold. Average for 1903, 4,175 (@@). 
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Cyeo, stock Sart 4 


7-4 
— ers Pub. Actual a nerage Sor 
7,880, 2 ec evn May a, “{905, 6 162. 
1 Digest, | mo. DP. H. Crouse, 
a ~ 1 average for 188, 1903, 7,000, 


rte ae. Av. a0. for #908, 485460). 


"heare: Gregg Writer, m 


monthly. Shorthand 
and Typewriting. Actual Actual average 1903, 11,666. | 


ago. Hi ome Defender, mo. T. @. Mauritzen. 
ae: 1903, 42,500. Last’s Last’s mos, 1903, 84,000. 


Chi Journal Amer, i Amer. Med. A + Naa ‘ 
1903, 28,615, First siz months 1906, 3 81, 156. 


Masonic Voice- Review, mo. mo. A for 1902 
26,041. For siz months 1903, 26,166. ‘ 


Chieago. Monumental ental News. mo. R.J. Haight, 
pub. “ay for year end. July, 1902, 2,966. 


Chicane, Musical Leader & Concert-Goer, 
~ Aver. year ending January 4, 18,548. 


lenge. National Harness Review, mo. Av. 
tor ioe 291. First 8 mos, 1903, 6,250. 


Park and Cemete ry and Lan 
mo. Av. for a ending Jul a me Soa 

Ohi rd-Herald. werage for 1903, 
daily eee Sunday cert ea 


Chicago, Retailer’s Journal, monthly. Act- 
ual a verage Sor 1903, 6,785. . 

Chicago, The Operative srative Miller, monthly. <Act- 

wal average for # 903, &.542, 

Evanston, Correct English: How to Use It, mo. 
Actual aver. year ending Mar March, 1904, 10,000. 

Kewanee, Sancouet a4 ‘or a. 
daily 8,088, weekly et 
anteed circulation dalty for ity for Jan's. 1001, 8,180. 


Peorta, Star, evenings and Su morning. 
Actual sworn average for 1903, er ° 
Roekford, R av. for 1993, 


Pee’ mee 
5,226, s.-wy. 6,416. s. Shannon, PY aden. 
Roekford, Republic, daily dail Actuat average 
for 193, 6540, La Voste & Maxwell, N.Y. 
INDIANA. 
Connersville, Courier, weekly. Actual aver- 
age for 1903, 1,567. 


Ev eerie Conrier, daily Ag . Courter Co., 
pub. ye TU 45 ). oa "03, 12.- 
618. Smith & Thompson, Sp. Rep.,N.Y.& 


Evaneville, Journal-News, Av. Lr 1903, dy 
18,852, S'y 14,120. E. Katz, Sp. . N.Y. 


Geshen. Cooking Club, month! ‘or 
193, 26.878 8. a a ma howe 
wives keep every issue for wey ye 

Lafayette, Mornin ing Journal daily. Sworn 
average 1903, 4,002 s June, 1904, 4,492. 


Mart kone, Westlake, . 
actual ‘ater Jor € moe end. June 2, abe, pad |“ 


Manele, Star, g ond BF. b agree Aver. 
for 1908, By 2&8 6, S'y 19,' 


Neti » p seas a catia eek 
° we ome ve ave Hara Cu oss: ly 


- esr pom n- News, Clarion Pub- 
lishing Co. Average for 1902, for 1902, 1, 20, 


Richmond, E ening Item. 
1908, aes. r Samte for Dec? ee TT a 


Richmond Sun-Telegram, Sworn av. 1903, dy. 
8,811. For Feb., 1904, 8.944. " 


South Bend, Tribune. Sworn daily average 
193,5,718. Sworn av. for May, 6,579. 
INDIAN TERETTORT. 

Ard Ardm * weekly. 
Average ore ay. Leek wy. B88. 
IOWA. 

Baril 


Average for 1903, asad: Fe > 


9 1904, we euee, 


Daven: te aver. cy? 8.055, 
i en 1,660. Rng Th, aver. r March i, 9 208, ae. 


Decora Peso Ne ¥ 
av. oP Pe $9, 68a. bomen forme om 
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Fete average Lafayette Y oung, 
1908, 81,89 


m the" La 
aorex of ary a Moines’ 
nly evening 


jutely guaranteed. On 
mont atopes. Carries largest amount of fool 


Desel Moines, News, daily. daily. Actual average for 
003, 45,876. 4 
“Bes Moines, Spirit of the the West. wy. Horses 
ive stock. Average for! for 1902, 6.095. 
a Moines, Wallace's Farme er, Est. 1879. 
Atak average fr (0 BBEOD. 
Museatine. Journal ly av. i208 4.849, 
weekly 2,708, iret four’ menthe 5,167. 
Ottu Cor Daily a ‘or March 
al el i Bs, OD iy chert Yo 
ian and April, 1904, 7.704 7.704, 
loux City, Journal. Dy, Dy.ar. for 1903 (sworn) 
19,483, da ep he Eg Feb.and Mar., 1904 
py 71. Records always open. More in 
its ‘feld than n of all other daily papers combined. 


KANSAS. 


9 Appeal to. ep . J. A. Way- 
land. Average for 1903, 260,09: 4 v 


seueihick News. 
2,112, £. Katz, 


Tease, Western ee rourn aa educational 
monthly. Average for 1903, 8,125. 
eg tegen 
Marredaburg, Best weekly _ best 
re Ky. vt "1908, Ly gt ey A 
ington, Leader. Av.’03, 5,828, 8; 4. = 
ist qtr 'as, dy. 8,928, By. 5,: 5,448. fe Kats 
Leulaville, Evening Post, Post, dy. Kvenii am 
Co., pubs. Actual arevage for 1903, 26, ne 


nity etpiati Kay. 1s 
newspaper absol 


m2 ns, 268, weekly, 


Padueah, Sun. d A 1903, 2,181; 
Sor May, 1904, er * ee , 


ryt graccg ge 


New Orleans, Item ry By M. Denholme, 

pel Average an., “1908, 19,895, 
20,512; ‘March, 20,65 for 654, 

New Orleans. News. Dy. Dy. av. 1903, 17,528. 

— E. Katz, Special Agent, N. Y. 

New ma, The Southern Pi a official 

orpanot Wiki Kikdom ' ‘in La. and Miss. Av.’0s, 4,780. 
MAINE. 


Auguata, Comfort,mo. W. H. Gannett, pub. 
average for 1908, 1908, 1,269,995, 

Banger. Commercial. Ave Average for 1903, dail 

8,218, weekly 29,006, x 4 


Po mg r, Piscataquis Observ Observer. 


werage 1903, : 904. 
ng Journal, daily. 
1903, eat Dy workly 1 ieeaas (@6). 


oe Woods and ; weekly. 
wae Brackett Co. deorage fort 041, 


nd. Evenii ng "xpress. Arerage 
daily 1 vintse, Sunday Telegram 5.699. —. 


MARYLAND. 


Baltimore, News, daily. Evening News Pul 
lishing Co, Average 1908, 44,582, 82 For June, 


MASSACHUSETTS. 


Beaten. Globe. Average Jor 1903, daily, 195,- 
554, Sunday, 297,824. 
yr cael en ae = New Son Eocioné, 
\dverti ing and afternoon 
editions for one price. - 


amenca Fabs rena 8. 


Beaten, Post. morage for ‘or 1903, 178,808. 
Av. for April, ak, P. Loy sg z, 177,050. 
Largest 3. mM. Or a. wsel — AF 4 

Rosen, Treveter. Actua! daily av. 
1902, 7 fe “ina, ta. 06. For 1904, to 
if a reulation én Ne England. 
Reps. ; snag routtion Chicago. 


Actual weekly 


Aver. for 
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East Northfield, Reeord of Christian 
mo, $1. Aver. for year g Dec. 31, 1903, “20.850. 
A bigh'class taapeeina for ws PREY by igh-claes 
advertisers. "hee rate $22.40 fla 


ee wd Ann ag dal ily 
rerage year ending February 904, 4,804; 
ply cer. fret eae Wace. 1h, 6, 24179 ees, toe, 6,525. 
North Adama, Transcript, even. Daily net av. 
4908, 5,267. Daily av. iv. printed June, 1904, 5,858, 
Sortectelé., Good Housekeeping, mo. Aver- 
age Sor 1903, 992. First six months 1904, 
161,166. iat cudnt guaranteed, 


Springfield. Republican. Av, 1903, dy. 15,542 
(OO), Sun. 15,27 (OO), wy. 4,086. 


W oreester. Evening Post, P daily. 








Worcester 


Post Co. Average for 1903, 11,711, 

Worcester, ortaten ¥ Publique, daily (©). 
ete Jan., Only paper in 
United States on Roll of Honor. 

MICHIGAN. 


Adrian, Telegram, dy. D. W.Grandon. Av, for 
1903, 8,912. Aver. ist. 4mos. of 1904, 4,100. he 
Detroit. Free Press... Average ine 1903, daily 
42,918, Sunday 58.845. 
Grand Rapid«, Evening Press, dy. yal 
1903, 87,499. 40,000 guar. daly 7 for 1904, 
Grand Rapids, Herald. Average daily issue 
Sor 193, 22,824. 








Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1903,4,419 (466). Av- 
erage for Jirst sic months 19 1903, 4. 4,828, 

Jackson. Prees and and Patriot Actual daily 


aver, Sor 1903, 5,649. Av. June, 1904, 6,628. 


Kalamazeo, Evening Telegraph. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 


Kalamazoo, Gazette-News, 1903, ag oes 
— 4.000 more subscribers 

other da y paper iper published in the city. “Actuat 
3 ed to June ist, 10,198. 


Saginaw, Courier-Herald, actly 
Average 1903, 8,288; }; June, 196 1904, 10,1 





_ Soap. 


Saginaw. Evening News, daily. Average for 
1903, a1, 815. June, 1904, daily 14,288. * 


MINNESOTA, 
ae Farmers’ Tribune, twice -a-week 
Murphy, pub. Aver. for 1903, 68,686. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average £903, 78,854. First six 
months 1904, 79,500. . a 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1903, 49,057. 
MI polls, The Hi keeper; h hh 
monthly. Actual average 1903, 268,250, 
Minneapolis. Journal, dai daily. Journal Print- 
ing Co, Average for first 6 mos. in 194, 68,295. 
Minneapolis Tribune. W. J. Murphy, pub. 
Ea. 1867..-Oldest Minn’ "un 


nneapolis y. Aver- 
for 1992, daily, 66,872; "Sunda 
56.850. For 1903, datly average, 72,8 S83; 


61,074: Dail 


td 





924. average rst five 
mouths ane doy .arere 3 Wer tily = 
Seeks ‘or the first five months of year was 

>. 


Ti Gale Menon is dailylisted 
in Rowell’s yan roy eae 
its Ce 
ion over a 
od ‘ion to date § * yt 
ONOR, or.élsewhere. e Trib- 
wne_ is the ree “Want 
‘Ad Medium of fined, 
Owatonna, Chronicle, & semi-w’y, Av. for 
1903, 1,896, Owatonna's leading newspaper. 
Present circulation, 2,100. : 
&t. Paul, Der Wanderer, with ag’! sup., Der 
Farmer im Westen, wy. Av. for 1903, 10,500. 
St. Paul, Dispatch, dy. — 1903, 58,044. 


Present average 57,288: T. PAUL'S LEAD. 
ING NEWSPAPER. Wy a arer. 1903, TB, O2@ 





hlich 


PRINTERS’ INK. 








t. Paul. News, dail; Actual average 
ss vse 6. i i, 
ul. Pioneer-Press. 
ison ted.2 98, Sunday 80,988. 
St. Paul, The Farmer, agri.,s.-mo. Est. 1882, 
Sub. 50c. rrof. Th. Shaw,ed. Act. av. year end, 
February, 77,861. Actual present av. 85,000, 


St. Paul, Vofkezeitung. Actual arerage 
dy. 11,116, wy. 28,414, Sonntagablatt 28, 25,408" 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202; 1903, 4,044, 

Winona, Westlicher Merold. A 
22,519; Sonntags Winona, 28,111; Vo! 
des Westens, 80,045, 


MISSISSIPPI. 
, American, daily. In 1902, no issue 
50. In 1903, 1,900 copies. 
MISSOURI. 
Joplin, Globe, daily. Average /903, tO. 510, 
Mar. 1901, 11, 491, E Katz, Kats Special Agent, N. y. 
Kansas Hine § Journal, murnal, d'y ard w’y. Average 
for 1903, daily 60,2638, 85, weekly 188,725. 
Kansas tg World, dail daily, Actual average 
Sor 1903, 61,28 
Springfield, Sunny South, monthly. Actual 
geen 1903, 2,888. 


t. Joneph, News and Press. Daily aver. for 
won “80,418. Last 3 mos. 1903, 85,065. 


aw Louis, Medical Brief.mo. J. J. Law 
M.,M.D.,ed.and pub. Av. for 1903, 8%, 950." 


"saa Farmer and Stock Grower, mo. ~ ft 
mos, end. Dec., 1903, 106,625, 1902, 68,588 


St. Louls, Star. Actual daily average e* 
1903, 64,878. 

St. Louis. The Woman's M ne. monthly. 
Women and home, Lewis Pub.Co, Proven aver. 
age Sor 1908, 1,845,511. Actual proven aver- 

ge for 7 months 1,596,468. ‘Every issue 
pence eed to. ad 1,500,000 copies—ful) 
count, Largest ct reulation of any publication 
he world, 


int : 
MONTANA: 


Anaconda, Standard. Daily for 
10,509. MONTANA’S BEST NEWS. APER. 


Butte, American Labor Union Journal, week. 
ly. Average 1903, 20,549 general circulation. 


Butte, peoew Mountain, evening. Actual sworn 

net circulation for 1903, 10,617. Guarantee 
foopen cremation de State of Montana, _ Sworn 

net circulation for January. 1904, aver. 14,185. 
NEBRASKA. 

oneeer The Nebraskan, monthly. 

Barks, pu’ ub. Actual l average 1903, 5,088. 

Hosgle. Daily. Star. Actual average for 1903, 

11,165, April, 1904, 14,485. 


Lincoln, Deutsch-Amerikan Farmer, weekly. 
Actual average for 1903, 158,525. 


Lincoln. Freie Presse, weekly. Actual average 
Sor 1903, 159.400. 


Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pubs. Average for 1903, 5,810. 


Lincoln, Western. Medical Review, mo. Av. yr. 
oo” May, 1903, 1,800, - 1n-1902, 1,660 


aha. Den Danske Pioneer, wy. Sijtnin F. 
Noble Pub Co. Average for 1903, 29,084. 


aero News, daily, Actual average for,1903, 


NEW HAMPSHIRE. | 
Franklin Falls, Journal: Transcript. weekly. 
Towne &Robie, Actual average 1903, 8,560. 
NEW JERSEY, 


Asbur Park, Pome J. L. Kinmonth, pub, 
Actual grerage 1 8, 92. In, 1902, S056. 


Camden, Daily Courier. | Est. 1°76. Net aver. 
— Sor 6 mos. end. A April, 3v, 1904, 2, Z02, 


Daily average fn 


1908, 
blatt 


Viekabu 
less than 1, 


A. H, 














St. Paul, Globe, daily,, ihe. Co... 
Actual average for 15, Shyixhly.. 








d PosbiTaiaeren,, Actual daily aver- 
ape ae 5,798. sworn, Jai,,1904, 5, 889, . ’ 

















ye for 


ye for 
;. 1882, 
r end, 
000, 
» 1908, 

408, 

Aver- 


"#83 











ee ton, Reporter, weekly. F. Jenk 
- Actual Seer peta ans 2, dist — 


"ecasten: ae ts Actual average 


1902, 18,097 ; Sept., 1903, 2,7 1908, 22, 
Jersey City, Evening Journal. Arerage for 

1908, 19,012. First Sete 1004, 20,818. 
Newark, Evenin g News, | News Pub. 

Co, Av. for 1903, dai fyosssve. “a y16,291. 


Newmarket, Advertisery’ | Guide,mo, Stanley 
Day, publisher. Average for 1903, 5,125, 


ane penk, + Rostter, aan Tagg” bot 1878. John 


pea Ray Ppa wy: Se ng 03,8,7 59. 
Every issue since Feb.,’04, more than 8,900. 
NEW ——— 
Albany, Journal, evening. Journal Co, Aver- 
age one year to April 3 30, 1904, in me 
Albany, Times-Union, every eve Establ. 
1856, Average Sor first three m three ‘anthe: — 3 29,626. 
Binghamton, Evening He Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 
Buffale, Courier, morn.; uirer, even, 2; 
J.(onners. Aver. for 193, morning 50,8 
evening 88,082; Sunday average 68 8.86. 
Buffale. Evening News. Daily ar sabe 1903, 
79,408. First 3 months 1904, 85.949. 
Catakill, Recorder, weekly. Ha Hall, edi- 
tor. 1903 av., 8,408. Av. June, 1904, 8,615. 
amnnie Democrat, Fridays. Est. 1840. Aver. 
2,248. Only Dem. paper in county. 
_ Bay fom. Est. 1826. yg 1903, 2,254. 
Larg. wy. circ. Genesee, Orlea Orleans & Niagara Cos. 
pect Republican, establi established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821. 
Mount Vernon, Daily Argus. Average 1903, 
2,989, Westchester County’s leading paper. ; 


Newburgh, News, daily. Av. for 1908, 4,487, 
4,000 more than all other Newb’ gh papers ined. 


New York re 


American Engineer, my. Van Arsdale, 
pub. Av, /903, Dare Av. Yor’ tok, Meee. 





American w’y, bi struc. 
(Also => aia. ) tion.) Average 1903, 20.475, 

Army & 03808), Pr irnal Est. 1863. Weekly aver. 
for 1903, 9.0 Present circulation (May 7) 
9,415. W. OC. & F. P. Church, Pubs, 

Automobile (The), weekly. Flatiron Building. 
Av ee 2 1903, 19.022, 

er’s Review, monthly. W.R. Gregory Co.. 

publishers Actual ar rerege Sor 1903. 4450" »: 

Average for last three mouths 1903, 4,7 700. 

Deniers Magazine, fam family monthly. Ben- 


r Bros. Average for 1903, 29,208. Your 
aderttaoment in Benziger’s Magazine will bring 
, because its circulation has 


QUANTITY, CHARACTER, INFLUENCE. 
Benziger’s id those whe advert is sold only by by yee alum 


ose. —— t 
reach avery desi clase 9f people. 
ing rates, 25 cents per agate | oe ae ine. 


Clipper, weekly (Theatrical), Frank Quee! 
Pub. Co,, Ltd. Aver. for 1903, 26,912 (@ ©) 680). 
Dry Goods, monthly. Max Jagerhuber, pub- 
lisher. Actual average for 1903, 4,86 6, 


El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1903, 6,667. 





Electrical Review. weekly. Electrical Review 
Pub, Co, Average for 1903, 6. 1903, 6.885 (© ©). 

Elite 8! hes, monty. uly. Purely fashion, Actual 
average for 1903, 6 

Engineering News, A weeny, je -urnal of civil, 
mechanical, mining and elect engineering: 
Average circulation 1903, {seas (® 0). 

Forward, daily Forward Association. Aver- 
age for 1903, 48,241. 

Four-Track News, monthly. Actual ao. paid 
for six mon ending Ran ‘tune 84,467; 


PRINTERS’ 
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leat drs ee 

Sertenin ceeceeeny.  brgeee 2, tor 
iacaar Se Eee 
Cyt grb ly fashion monte og Max - + amateal 


Leslie’s —- came New oh 
or the 42 months, tis 68h, 
~ po Band 


ion 288,278, 
Morning Telegraph, daily. s.ue Telegraph 
Co., Dubs.» Average for 1902, ‘or 1902, Pee”. 4s 
Music Trade Review, music: see wes art week- 
ly. Average for 1903, 5,588. 
National Eyovishonse. weeny. Packing 
butchers, cotton seed oil, etc. 
Newspape! , Wkly. R ized journal of 
newspaper pub’g and ad adv’g. Aver. 1903, Piet 189. 
New Thought, monthly. 27 F 27 F.. 22d St., New York. 
advertising Flower, publisher. Number of copies and 
ising rates given each month on first page 


ci; 


ho 
. 1903 av. cir. in 402, 





Worthtoxams NEw UGHT has made 
mo for all its advertibers. ae gr Bag to 
agencies, 2 per comes ‘er pub! 


age for 1 1903, {04,97 


one List of Rail: eter Officials, qly. _— 
perce Av, 1902, 17.696 ; av. 1903, 17,992 


Police Chronicle, von, Police Comets 
Pub.Co. A werage for 198, 4, 1908, 4,914. 


Printers’ Ink, , weekly. A 3c A potent ou for advertis- 
ers, $5.00 per year —_ 9903, 
11,001. Issue May 18, 1904, 2 wet, 23, 00 
Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (@@). 
The Ladies’ World, mo.. household. Average 
net paid circulation, 1903, 48 ‘1903, 480.155. 


ant People’s Home Journal. 515.250 monthly, 
Literature, 454,888 monthly. average cir- 
coaiaene is 1903—ail om id-in-advance sub- 
scribers. sre Lupton, isher. 
The Wor! Actual aver. for 1903, Morn., 278, 
607, pon A 857.102. Sunday, 888,650. 
Toilettes, fashion, monthly. Max Jagerhuber, 
go Actual average for 1903, 61,800. 





eater. Case and Comment, mo. Law. Av 

yon — 80,000; ee ne 80,186, 
Seheneetady, A. N. Liecty, 
rane Me for Mane 9,097. hl. average for 
1903, 1 
Syracu g Herald daily. Herald Co. 
pub. Aver. 1903, 3, dadly 88,10%, Sunday 55.490. 
Utiea, National Electrical Contractor, mo. 
Average for 1903, 2,708. 

Utiea, Press. daily, Otto J Otto A. Meyer, publisher. 
Average for 1903, 14.004, si 


Warsaw, Western New Yorker, weeny. Aver- 
slit. 1908, 8,802, In county of 32,000 with 


* Welles, ter. orter, Only dy. and s.-wy. in 
Co, .Av. 1903, ly, 1.184; semi-weekly, 2,958. 


NORTH CAROLINA. 
a er act North Carolina’s fore- 


newspa; Act. daily av. 190% 5,582; 
Sunday, 6,791 : semi-sweekly, 8,800. First three 
months 1904, 6,578. 


Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 8, 0. Covers Covers ten counties. 
Raleigh, Biblical Recorder, week’ verage 
1903, 8.872. First five months 190, ise 
NORTH DAKOTA. 


Grand Zonkes Heenid dy. av. for April, 1904, 
5.862. 060 for Je x Dakota's 
Siooksr Da Y.. La Coste & a? N.Y. Rep. 


Grand Forks, Normanden, prookiz 2 Av. for 1903 
5,451, Guar. 6,800 are 9th, 1904, 

Wahpeton, Gazette. 7903, 1,564, 
ror circulation, 1800s sent sent free, 1,500, 





onths 
July edition guaranteed t 100,000. 





Total, 8,800, 





OHI 
Akron, Beacon Journal. is 1903, Hy ges. 
N. Y., 52 "323 Temple Court. Av. April, 1904, 9 498. 


Cincinnati, Mixer and Server, monthly. "hotual 





ave for 1902, 18,088. Actual average for 
1908, 625. organ Hotel = u- 
Alliance a P 


rant Employees’ Int. 
Int. League of America. WATCH US Ponow. 

Cincinnati, be ee dy. Cincinnati Times 
Star Pub. Co. ‘or 102, 148,018. 
Actual average 5; 1908, 145.164 64. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445; Sondog, 60,759. 
June, 1904, 79,648 = as Bae, e, pia - 


Dagson, News, @ .. b. Co. 
Sor 1903.16,407. June, ae kt THE oh E 
DAILY ina one-daily city. canvas of 
all homes proves av me gd larger thanall other 
Dayton dailies combined. 


Laneaster, Fairfield Co, Republican. In Aug- 
"e pe no issue less than 1.680 for 2 years. 


ion, Democrat, semi-¥ ye Actual average 
we Bie Average 1903, 8,809, six months 
1904, 8 


eee | Farm am. Fireside, agricultural, 

mi-mon st. 1877. Actual a 1903, 

829,670. Act J, au Tan Sor first six months, 
0, +o. 


Springfield, Press-Republic. Aver. 1963,.9,288. 
April, '04, 10,155. N.Y. office, 523 Temple Court. 


Springfield, Woman’s Home Com ion, 
household monthly, est. 1873. Actual av. for 1903, 
$84,250. Actua ‘average Sor first six months 
1903, $85,166. 

Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088. 


Washington Court House, Fayette Co. 


Record, weekly. Actual average 193, 1,775. 
Youngstown, Vindicator. D'y av. 03,111,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 
OKLAHOMA. 
Guthrie, ee Farmer, wy. Actual 
average /903, 28,020. 


Guthrie. Oklahoma State Capi’ dy. and w 
062, agen te 25.014. 


Aver. for 193, daily 20 
Year ending July 1, 03, dy. 19,863; wy. 28.119 ; 


Oklahoma City. ‘The Oklahoman. 1903 =e: Le 
&, 816; April, ’04,7.798. E. Katz, Agent, N. 
OREGON. 


Astoria, Lannetar. C. C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898. 


Pertiand, Even Telegram, dy. (ex. Sun) 
Sworn cire’n six mon ion adelaeeiaiita 148. 


Portia Oy wey n_Daily Journal. Actual aver- 
aye for ts 946; first Ae 190k, 14,002 
— March, nee lg Daily Journal 

ablighed a Sunda The ar 


Pertiand, Pacific Miner, semi-mo. i. peer 
ending Sept., 1903, 4,889; first 8 mos. 1903, ¢ Y 12, 


PENNSYLVANIA. 


Pee = Times, ev’g d 1903, 8,187. 
N.Y. office, 220. Bway. FR. ¥ RNorthru rup, Mgr. 


Connellsville, Courier, ourier, daily. Aver. for 1903, 
1,848, wee + ig 1903, 8,0 0, daily average 
April, 1904, 8,01 


Erte, Times, daily. sot Cay 1903, ye 208. 
June, ‘00h, 14,189. E. Rates Sp. A ., W. ¥. 
HMarrishurg, Telegraph, dy: Actual datly aver. 
1903, 10,8 se A Sorege, ear ending June, 
10,98 6. ‘adwiagty Junc, 11,025. 
Philadelphia, American Medici A h Av. 
for 1902, 19,827. Av, March. March, 1903, 16.82 
Philadelphia, Camera, amera, monthly. Frank V. 
Chambers. Average for 1903, 7,120. 
Philadelphia, Press. Av. circ. over 100,000 
daily. Net average for June, 1904, 111,217. 
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The Philadelphia 
Bulletin’s Circulation 


The following statement ghowe the actual cir- 
culation of Tie of THe BULLETIN for 








Total for 26 days, 4,818,300 omnes 
NET AVERAGE FOR JUNE, 


185,319 copies per day 


"s circulation figures are net; 
, unsold, free and copies 


- been omitted. 


has by 
largest local circulation of any 


newspaper. 


ana Eueuie, A. *, 
903, $, 088. 


mer Ai 
Sor 1903, 


the seventh Sugar Bone — Jourmal oth then 


be 


“ 
oo 


od ‘p , that 
vr ia fe 





Fitiettiphie, Farm Jourees monthly. Wil- 
iasce, C 1 6te He a) Tee 









the month of 





many thoemnte, the 


mu. L. a Publisber. 


Kienke, Mer. Mer. 


ana rded 


aearded June 4 1902 by 
Printers’ Ink, Lit 
“ Schoolmaster’ in the Act of 
ay, to the Farm 
pe a a After acanvass'ng 


piper among. all ong eit 
~ ony yo qi 


he agricuity: 





“ral 


ulation, and asan effective ad economt- 





through its a vertising cot columns.” 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


"| pally yet tone 135,415 


ACTUAL CIRCULATION FOR JUNE: 


Total for 28 days......... 
Daily net avi 
Ss RCLAY Wi. WA 


Philadelphia, July 5, 1904. 
THE KVENING TELEGRAPH is best for advertis- 
ing. It goes inte the home and stays there 





with them, 


























iarorage for ad, anon S61. be * Bend for any 


Pitteba ,, Chronicle-Telegra . Aver., 1903, 


Pittaburg, Labi labor Work « wy. Av. 1908, 18, 


088. net eee class 0 of workmen in U.B. 
anton, Ti E. J. Lynett. Teer 
— Seranton, Tim Coste & Maznoell, N. Y. 


Forenings a orn mo, 


AY, via 1;541. Circulates Pa . N.Y. a 
Washington. » Reporter. di dei. John “4 aie 
art, gen. mgr. M ag! 1903, &, 697. 
Went Chester, Local 8. daily, W. H. 


Hodgson. Average for 1903 11 1008 16 168. 
wen a Grit. America’s Greatest 
tly.” Nel paid av average 1988, 181, 868. Smith 
ypeon, Repe., aan ‘ork and Chicago. 


- ype Dispatch, dai Dispatch Publishi 
Co, "Average Yor ten aries. a 


ae BLAND. 


sunday. 18,588 be (66). Eeonina 


1908, Westgiy: fun Outy dndty 4 wae 
SOUTH CAROLINA. 





5 (OO) 
Even Bulletin 8 86,886 
fata Co., bs. 


pub. vaoren 
on Bhode Taland 








Anderson, People’s Advocate, weekly. G. P. 
Browne, ‘Aecrege 1903, no tasue less than than 1, 750. 
Oharlesten, Evening Post. Actual dy. aver. 
Sor or second $ months 1904, 8,727. + 
Lee ee fe, daily. State Co., publishe 
016s Sunda Fag a onthe 
° mon 
ieiy 3.9 440, Sunday 8,546. 


SOUTH DAKOTA. 
poutine Aa Bien. . Tomlinson & 


for I! 5. 
"ileal daily acer. Jor tke. rrr — 


TENNESSEE. 


Lewisburg, Tribune, semi-week' 
Carter. Actual average 1903, 1,201. 


Mompbln, Commercial Ap} asetial Agpes), yialy, & Sunday 


Fou, weekly 7,8 B21 (64). March, 1904, daily 
84,8 y 4%, 296. weekly 82,468. 


aaieie Moretes: sows: Actual daily aver 
age for 1903, ih 4. For six months ending 
Jone, 1904, 21,589 


Nashville. Banner, daily Av. 
1903, 16.078. Av. for Apri 
Only Nashvi ie daily eligible t ‘ble to 


Nashville, Progressive ee rll nD 
School Journal, mo, “Averagefor 1903, 9,500, 
TEXAS. 
pronase. Denton Co. Record and Chronicle 
w’y. W.C. Edwards. is. Average for 1903, 2,689. 
av. 1903, 8,265; A 
3S ee pass ehowed Hera Prd 
tu 80 ner cent ©, Only El Paso 
ily paper eligii we all of Hom Honor. 
La Perte, Chronicle, ae G. E. Kepple, 
publisher. Average, Sor 1903, 1, 
Paris, aeveae $ “dy. W.N. Furey, pub. Act- 
ual average, 1903, 1,827. 
UTAH. ‘ 
Ogden, Standard. Wm. Glassman. pub. Av. 
Sor 1903, daily 4.881, semi-weekly 8,158. 
VERMONT. 


Barre, Times, daily. F. F. lane’ Aver, 1908, 
2,710, Five months in / 1904, 8, 


18: 


ly. W. M. 


‘or year ending 
ri ate Lit 851. 


El Pase, Herald. 
1904, 4,284, gy 
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rs. | year end’g Feb.,’04, 28 8,876; a av. 
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Burlington, Free Press. Daily av. 03, 5.566. 
9 mos, to ne? » 5,920. Only Vermont paper ex- 
amined by Assdciation of American Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. April, 5,658. 
VIRGINIA. 


Nerfolk, Dispatch, gale. Sworn average for 
we so 05 i {°" 1903, 7,482; February, 8,448; 
a 





Lay ome ay Fei Leader, every evening ex 


average Februc ary J 1903, to 
February 4, ‘ant. m8 »414, The — cireula- 
ashington and Atlanta. 
WASHINGTON. 

Taeoma, av. 1903, 12,7173 . 
1asit; toy B84 2% & mos. 5. 1904 a 
“4b mut 18,2805 ‘toy Ye thcone 8. ¢ 

bune Bldg. ¥ 
WEST cg 

Rerhoreben . Sentinel, daily. R.G. Hornor, 

pub. verage Jor 1903, 2,801 2,801 (1054). 
wag News. Daily paid circw’n 9,707. 
Sunda rew’n 10,8 For 12 months up 
toA 4. rantees a paid circulation 
to an nen two Wheeling papers ned. 

WISCONSIN. 


Ta Crosse, Leader-Press, daily. Actual aver- 
age 1903, 5,590. 

Mhwentiac. Evening Wisconsin, ir F.vg. Wis- 
col Average for 1908, 21,981; December 
1903, 25,090; June, 1904, 26,696 ( (66) 

Milwaukee, Germania-Abend . dy. ratte 
‘eb..’04, 24,808. 
Milwaukee. Journal, daily. Journal Co., 

v. end. June, 1904, 86,016. — 1904, secdre. 


Oshkosh, Northwestern, dail Average for 
1903, 6,488. - es * 


Raeine, Journal, daily. Journal Printing Co. 
Average for 1903,8,702. af 


yp ,* By ay eat Pret © months 1506. “A 
86,872. “Advertising $2.50 per inch- 
BRITE ¢ COLUMBIA. 


Vancouver, Province, daily. W.C. Nichol, 


blisher. Average for 1903, 5,888; 
jay, 1904, 7,281. 
Victoria. Colonist, daily. Colonist.P.& P. Co. 
verage for 1903, 8,695. 

MANITOBA, CAN, 
Winnipeg, Der Nordwesten, German w’ an. 
for 1903, 9,565. Only medium in special 
Winnipeg, Free Press, di and week - 
Sor 1w3, >, Tas 3 weekly, 1 908. 
Day, June, 1904, 25,172. 


NOVA SCOTIA, CAN. 
Walifax. Herald (@@) and Evening Mail. 
Average 19%, 9,941, June, 1904, 15,948. 
ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. n= Or 1903, 5,875. 


aan Toth Bb OSS Ar 3 first Rn od 1904. Lhe ytd 
QUEBEC, CAN. 
Actual 


Mentreal, Herald, daily. Est. 1808. 
average for 1903, 22,515. 
Montreal, La Presse. Treffle Berthiaume. vq 
lisher. Actual average 1903, daily 72,894. 
Average April, 1904, 80,116. 
Mon sroak, oe dy. & bg Graham & Co. Av. 
fore dy, 55,127 wy. 12: nee aue, Siz mos, 
end. May 3/, ’03, de. oe . 65,147, wy. 122,157. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 





wale Ink Rasebuees held that newepa) 


mts are closest to 
but of a distinct profitableness wo an adve: 


wor 





rs which carry the me gh. ged of want ad- 
not only prosperous, 


Se Senta oF Se sacgee, ond axe Sor that reason 


- fees oy entitled to be listed under this heading are charged 10 cents a line a week. Six 


After September Ist the cost of advertising under this bepding wil will be 20 cents a line 


or 63 an inch each insertion; and di 
CALIFORNIA. 

HE Tres prints more “Want” and otherclas- 

sified advertisements than the — five 


wspapers in los com! is the 
medion for the ao of 





mee intelli. 
gence throughout the w se South west. 
inimum change i conts, 5 o em EACH CH INSERTION ; 
minimum cen worn average 
junday cireulation 


for year 1903 is 1.008 coves. 
regularly exceeds 5! 


COLORADO. 
"= Denver rom, Sunday edition, July 17, 1904, 
contained 3,196 classified a total of 73 1-10 
columns. The Post is the bi ant medium of 
the Rocky Mountain on. e rate for Want 
adverusing in the Post is five cents per line 
each insertion, seven words to the line. 


DELAW ARE, 
OCAL readers use the Wilmington EVENING 
JOURNAL for ‘Want advertising. They get 
results. Half cent a Bword. 


N Delaware the only dail dail paper that Sree it 
I orageccl CC %s i Sivan yay PA 
e 


carries m 
other Wilmington 


DISTRICT 3 es ie 
‘(HE Washington, D. C., EVENING Rk (OO) 
T cnrries weit ta the number of Wane ADs 20) 

r rin mn 
SPARS mR paper cot 
MAKE COMPARISON ANY DAY. 





GEOKGIA. 
HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 
7 ugusta CHRONICLE is the want advertis- 


medium for the western half of South 
Carolina and the eastern half of Georgia. 


ILLINOIS, 

HE ROCK ISLAND ARGUS is the recognized 
T Want Ad Medium in its field. Advertisers 
always get returns. 

T= Avrora DalLy News runs twice to three 
Gimaes as many want ade | as any other paper 
in ne County, population 80,000, 
aa ge News isthe city’s “Want 
t lished du 


o} 
or these ‘oy! were 
NeEws office by telephone. No free Want ads are 
ee a paae News ene excludes eee 
ob: x 

h eads the ish tenwenge in, eround 
a id t Chicago be ng the Day N News,” says 
the Post Office Review. 


7T ERRE BAUTE & 
than all other 





INDIANA. 
‘AR carries ae Want ads 
Terre Haute daili 
E MARION tom ints more aime 
Hed ads in six d yt 4; all other 
papers com! combined. 


= STaR carries more Want ads than 
other n of the Ind morning pemen. 
o 





Saeed STAR since gaee Jan on has 
io a See rril #9, the Sram 
Sed Sf cave than wore full panes of Want Ads. 


play type may be used if 


T= eg nave in 1903 printed a 


other” dailies of, In , indianapolis —— ana 
& total o prverate and distinct 
paid Want advertisements. 





IOWA. 
ae Des Moines CaPrraL guarantees the larg. 


m eA mmm he Rate, o! it a 
the month. tie Bering. riline. ie is i publehed a six vd. By 


KENTUCKY. 
TS Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 


MARYLAND. 
ae , Seine News carries more boy Ads 
att other Baltimore daily. It is the 
ant Ad medium ot itimore. 


MASSACHUSETTS. 


HE Brockton ass.) DAILY ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. ys, Se.” Copy mailed free, 


[HE Boston Guose, daily a daily and Sunday, carries 

more Want ads than —< — F pape in New 

Engiand because it brings the adver- 
= A trial convinces. 


———. 
eo IN EVENING TRANSCRIPT is the lead- 
edu cational medium in New England. 

It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


ss Snevenge in want ads vant ads made by the Boston 
ace Se the month of June pauregated 
This, like the 


br 
as oe colamns.; represents a steady growth of ae 





MINNESOTA, 


=> St. PavL Dispatcu is the — pe “Want” 
medium in th eo Deetavent, Fan d and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044 ; now 57,624. 


IGURES that prove that The Minneapolis 
JOURNAL carries the most “Want Ads” of any 
daily newspaper in the Northw ws Dalt 
Journal. Com itor: 
Year 1903 2,980 cols. 1,900 cols. 
Six mos, 1904, 1,753 “ 1,087 * 





W diu lis and has 
been for x3. It is the = Minne- 
apolis daily a over 80,000 su 

which is more than 20,000 each day over 


above any other: Minneapolis daily. its evening 
edition alone has a larger circulation in Minne- 


neapolis d: 
ber of Wanted ad 
volume, 












eacoeadis MeeSud 2&5. 











MISSOURI, 
WP HE Jor Joplin GLOBE ae) the leading daily in ee 
uri-Kansas Lead and Zinc Min = 4 
an 


trict. Circulation over 11,000. A page of 
ads. Send for sarople copy. — copy. 
HE Kansas City Times (mo (moesing), The Kansas 


City STAR (grenipa) ca £ Kansas 
City’s “Wants,” SUNDAY STAR 
prints over sight 1 pages of J ae ay ree prey 

inday, 


The reason— 
Runaad city peads tho Times and the Sian. 


- 1'HE Kangas City JourRNAL (every mornin, 
includi ing Sunday), one of th e recognized 
umsof the United ates, 3 
colamans paid Wants Sunday ; 1 J 10 columns 
y. 


Rate, 5 cents a nonpariel lin 





NEBRASKA, 
HE Lincoln Damy Stark, the best ‘Want Ad” 
mejium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 da’ "Rates, 1 cent 
“ke word. Special Saturday rate, 15 words only, 
times, 15 cents, cash. DAILV STAR, Lincoln, Neb. 


NEW JERSEY. 
| te Dariy JourNAL is the only want 
ad medium in Elizabeth. Home paper; cov- 
ers Union county. Largest circulation. Most 
advertising. 





NEW YORK. 


MPHE Post-ExPREss is the best afternoon Want 
ad-medium in Rochester, 


Bees DAILY LY FAGLE, New York City. 
t, want and classified advertising 
a in Greater New York. ies more 
mer resort other paper 

in ‘the United States. 


T= ‘TIMES-UNION, (, of Albat Albany, New York. Bet- 
ter medium for wants and other a | 
matter ay) any other paper in 4 Albaay. 2m 


daily papere ‘tn that city. 


ad 2 ped JOURNAL, Albany, N. Y., covers the 
qubdoave f Eastern New York for want or clas- 


IT DOES NOT PAD ITs COLUMNS WITH FAKE AD- 
VERTISEMENTS TO MAKE BIG SHOW, 


N oa York, ons the Staats Zerruna (OO) 

German ly, carrying the 
7a. of Want advertisements. It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


pause INK Le ee weekly. The rec- 
ized lead tad medium for 
want ad medi A eel Seder" caution, aavertio- 
ing novelties, printing. —- circulars, 
rubbe ber stamps, gel ie adwriting, half- 


any 





jae making, an ractically “anything "which 
interests and = —_ 
ness men, of stvenioupente, = 

a line per &., flat ; <— words to 4 line, =< 4 


copies, ten cents, 


PENNSYLVANIA. 
hag Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


HILADELPHIA, THe EvENING BULLETIN— 

Want ads in THE BULLETIN pay fora num- 
ber of reasons. Ps ag in Philadelphia hearly 
everybody reads THE B' Second, THE 
BULLETIN has by many thousands the largest 
¢ity circulation of any ie Philadelphia newspaper. 
(See Roll of Honor ¢ol.) Third, BULLETIN goes 
daily into more Philadelphia homes than any 
other medium. Fourth, BULLETIN will not 
-print in its classified columns advertisements of 
a ee or doubtful nature. that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


Onio. 
AYTON (0.) News alw: leads in Want ads. 
Doi CO oar word per insertion, Largest 


ll for classi- 
HE Payton, O., HERALD has theea ‘or 
fied advertisements in Dayton. 
paper and gives results, 


It’s the 
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yh ma the m ofA 904, the 
D3 oe eel me he want ‘advertie 


ing oan 47 bs magrest 
P ing twice that of its ah soupeiahe 
dione in repremsbeetive parle o¢-neuan ond ie 
ions in re ntative 01 
Want columns will be better than rn haa ws 


NEws publishes daily more 





TT Want ads than 


an any ulation 
new: r; 20 words or less 3  consecntt ve times 
or less, 25c.; one cent per each additional word, 
“ OKLAHOMA, 
OKLAHOMAN. Okla. City, 7 Publis 
T more Wants than any ‘tour d a 


VIRGINIA. 
4 be - tape Pee soc carries more Want ads, 


both he): poral, pmen any other 
4 publish an’ iicis because it is he 
mare d RS r of aidesend and Virg Virginia, and 
he class that give results. Want ads, 


roar 5.101; June 4,824. 


A hoe NEws LEADER, published wre? | afternoon 
except Sunday, Richmon 
— by by jong: odds (27,414 aver. “iyenn) ama 
recognized advertisement medium in 
Virginian” Classified “aly 20 yrant a word 
insertion, cash in ad 0 ‘advertisement 


counted as less than 25 weird: no display. 


WISCONSIN. 
¢) ANESVILLE GASETSS, daily and_ weekly, 
hes 6,500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates: Want Ads—daii ly 
lines 3 times, 25c. ; weekly, 5c. Ime, Big reli 
from little talk. 


BRITISH COLUMBIA, 





[HE Victoria CoLonIsT covers the entire prov- 
ince of Britich Cotemanye branch office in 
roncouver) More “ te appear in thé 
mew COLONIST paw Pow yt = ag west 
peg. One cent a word each issue. Samp! 
aa free. 
chess CANADA. 
E, Montreal. Largest d arcane 
L* tion in Canada. (Daily 80,000, wa 


000.) Carries soeh want aie diane ast any 
qovapiger in the world. 


HE DatLy TELFGRAPH, St. John, N. B., is the 
Pd want oe —— + Led — provinces, 
circulation and most u jate Tr Oj 
i Canada. bate — ae cent i. —- 
Minimum charge 25 ce’ 


TS Toronto DAILY STAR .is necessary to any 

advertiser, who wanes to cover the Toronto 
field. Carries more local general Panay ising 
than any other Tofonto paper. Sworn daily 
average circulation, 1, May, 190 1904, 30,670, 


-_, Montreal pane STAR carries more Want 
\vertisements than all other Montreal 
asinion "pombined. The FammLy HERALD 
WEEKLY Stak carries more W ant adve: 
than any other weekly pap paper ih 


TT! Winnipeg FREE FREE PRESS carries more 
“Want” advertisements than any other 
dail of this paper in and more advertisements 
is nature than are contained in all the oe 
papers published in the Canadian North- 
wes combined. ge i the FRRE pet 4 
larger volume 0: mera! vertisin, 
than any other daily pa ein the Domintom, 
Number of paid ‘Want ads” published in April, 
39,984; in May, 39,180. . 


a A ng EVENING TELEGRAM, charging 
word each insertion. except for 
spedial ‘santract advertiaing. sare ried 37,122 indi- 
vidual elassified onth of June 
— — — ‘box letters. a Linney = 
rgest count of any ne r, thoug! 
most of them allow 6 insertions fer the price of 
4, and some of them 3 insertions for the riod of 
1. If the “Want ad” patronage is an indication 
of the value of an advertising medium, thére 
can be no question about the. EvrENING 7 
GRAM, of Toronto, It has 
Seon ang cthee, two pape! pee 


tracts; 6o. lime of 10.000 line contrac’ 
gremeee pee for six months haa 


Frensh 


AND 
isements 


morning 
Dos on 








PRINTERS’ INK. 


Wednesday, | 


On account of the inconvenience enitaildiy 
as on account of the supposed intee value dia 
Wednesday, September 7, 1904 (press day Aug 
Ink will, i granted, be double the price charg 
as to position. That is a special position ady 
$40 half a page, $80a page, while one without 
for 20 cents, $3, $20 and $40. 

Previous to September 7 the present rates 
forbid or for any specified period; and the exi 
ure will also remain in force. The prices aref™ 
insertions. Anything appearing as reading m 


WANT AD 
ADVERTISI 


will be charged for at 20 cents a line or oe an ine 
used if desired. 


It may be well to remind publishers and off 
in Printers’ Inx a paid-up subscription coupon 
made at the time the advertising contract sme. 
taken for one year at a cost of $2,080, the adveme 
scriptions, which are transferable any way hes fit, 





. PRINTERS’. INK. 


iving special positions to advertisements, as well 

ial positions, it is decided that beginning with 

™), the charge for special positions in Printers’ 
argadvertisements appearing without specification 
it 4o cents a line, $6 an inch, $20 quarter page, 
ecified: position will be accepted then as now 


emain in force and contracts will be accepted till 
privilege to discontinue at the advertiser's pleas- 


lgNo reduction is made for large space or continued | 


Magoes in free. 
* 


~ 


" H@R, from papers entitled to that position, cost 20 
5 hetifore, 
* 


i@ that with every ten dollar order for advertising 
pon@one year is allowed if demand for the coupon is 
For instance, if a page of Printers’ Inx is 
rin be entitled to receive 208 annual sub- 


Bar, Oiicns: No. 40 Spruce. Sret, NEW YORK. QTY 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Subscription 
me five dollars &: a et advance, Ten centsa 
eopy. Six dollars a 


ai hoes! 
and Want Ad Mediums, set in 
ning with a two-line initial letter, but containing 
no ver type larger than pearl, '10 pony a line, 


Displayed adv advertisements 2 cents a line, pearl 
lines to the inch ($3); 200 lines to the 
pege (oa), 


For specified position (if granted), 25 per cent 
additional. 

For position (full page) first on first or last on 
we cover, double price. 

r inside of cover , pages or first advertise- 
meen on aright-hand page (full pages) or for 
the central doubie pages printed across the 
centre margin, 50 per cent Suet 

On contracts the last copy is repeated 
when new copy oe to come tohand one week 
in aavance of ow ¢ f publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smuliest advertisement taken, Six 
"Serything appearing reading matter is in- 

ve! ng ap as ng r 
serted 


ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


Agents 





Cuares J. ZINGG, 
Publisher, 
Business Manager and Managing Editor. 


OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill.EC 


NEW YORK, JULY 27, 1904. 


THE SAMPLE AS AN ADVER- 
TISKEMENT. 

Good advertising simply holds 
the mirror up to the commodity, 
reflecting it so faithfully that read- 
ets will come under its attraction— 
not under the attraction of the ad- 
vertising, which is just a medium, 
and nothing more. Business men 
sometimes keep their eyes so close- 
ly on the advertising, however, that 
they lose sight of the possibilities 
of the commodity as its own ad- 
vertisement. 

+ 4 * 

Not long ago a firm of shirt 
makers in. New York City per- 
fected a garment with several orig- 
inal and desirable improvements. 
These add to its shape and wear- 
ing qualities. It is a high-priced 
article, retailing at not less than 
$1.50, and as high as $4, according 
to material. An examination of 
the retail trade showed that in all 
the United States there are not 
more than three hundred haber- 
dashers who could sell so expen- 
sive a garment. Most cities have 
but a single store. The question 
of introducing the novelty brought 
up the subject of advertising. The 
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publisher of a leading journal go- 
ing to clothiers and furnishers was 
consulted, and frankly admitted 
that trade journal publicity was not 
the most desirable form of pub- 
licity for reaching so small a clien- 


- tele. He recommended a consulta- 


tion with a firm of advertising spe- 
cialists who are expert in fine liter- 
ature. The head of this firm con- 
sidered the problem and recom- 
mended a fine booklet to be sent 
to each of the three hundred buy- 
ers. These were to cost one dol- 
lar each, and tell the story of the 
new shirt so sumptuously that they 
would be read and preserved. 
* * 


His plan was taken under consid- 
eration and another authority con- 
sulted—a. man engaged in reaching 
buyers in that very trade. He veto- 
ed the booklet scheme at sight. “If 
you are willing to spend a dollar of 
two on each of your three hundred 
men just send each of them a 
shirt,” he said. “You can’t get 
anything that will tell the story 
better. Two or three days before 
the sample is mailed send a per- 
sonal letter briefly calling atten- 
tion to your improvements. Then 
calculate how long it will take for 
the sample to reach each man after 
mailing, and on the day when he 
ought to receive it send him a tele- 
gram. Your proposition won't be 
ignored or go wrong.” This plari 
was put- into practice, and has 
proved very successful, it is said. 


This is the sample as used to 
cover a small clientele. But it also 
has possibilities in general adver- 


‘ tising. The maker of a brand of 


chewing-gum that is pretty widely 
known through newspaper public- 
ity was casting about for more 
forcible ads to run in the big cities. 
He wanted something that would 
demonstrate the value of his prod- 
uct as an aid to digestion, hence 
wanted to reach the better classes. 
On the advice of a specialist uni- 
formed distributors were sent 
through the large cities, entering 
hotels and restaurants at the busy 
hours and laying a sample stick at 
the plate of edch diner. The cam- 
paign was unusually productive in 
New York, it is said, where thous- 
ands upon thousands live in cafes, 
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In modern business there are hun- 
dreds of articles that can be manip- 
ulated in the same way, either as 
an advertisement jn themselves or 
as auxiliaries to other advertising 
operations. 


“MoNEY BACK” js always a safe 
slogan if the goods are of the kind 
that people will take home. 


Howarp Ear.e is appointed ad- 
vertising manager of the New 
York Commercial, 8 Spruce street. 


THe Denver Post prints over 
seventy columns of want liners 
every Sunday morning and _ has 
done so for a considerable time. 





Unper the auspices of Stanley 
Day, of New Market, N. J., a 
movement is on foot to make a test 
case regarding the constitutionality 
of the present method of issuing 
fraud orders by the postoffice de- 
partment. 


DicNity in advertising doesn’t 
mean the stereotyped or ponderous 
—not by a long shot. There are 
more original ways of being digni- 
fied than there are new ways of be- 
ing sensational, for the field hasn’t 
been threshed over and over. 





PROBABLY the youngest newspaper 
manager in the Dominion of Canada, 
to-day, is Lorne V. Johnstone, who 
has recently been appointed business 
manager of the Dundas, Ont., 77ue 
Banner. Mr. Johnstone is not yet 
twenty five years of age, but he has 
worked himself up to his present posi- 
tion exclusively through merit, and 
‘without any assistance from influential 
friends, 





TueE ad that sets the whole store 
before the reader and invites him to 
help himself is often effective, but 
the most resultful advertising is 
the kind that forces on the atten- 
tion a single article. “Everything 
in men’s wear” is a statement re- 
sembling that of the man who 
hunts a job and describes his 
qualifications by saying that he can 
do “anything.” The man who 
knows one thing, even passably, 
succeeds best in the search for em- 
ployment, and the ad that is writ- 
ten to sell one article accomplishes 
its purpose. 
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A MAN who claims he knows 
what he is talking about says the 
Boston Morning Herald circulation 
in effect comprises that of the 
Evening Transcript. 





THE first step toward putting a 
good country weekly on a paying 
basis is to adopt a business-like 
system of dealing with advertisers 
and advertising agencies, which 
anyone experienced in dealing with 
these mediums will testify the aver- 
age country weekly lacks. Then, 
having become a medium with 
which advertisers may profitably 
do business, the next thing is to let 
pee know about the paper and its 

eld. Bn, ids, Soy 


PERSONALITY in advertising was 
once thought to be capital “I’s” 
and aggressive first-person state- 
ments by the writer. By and by it 
was seen that such advertising 
often failed to fit the business. 
There was too much personality, 
or it was the wrong kind. Nowa- 
days the best advertising personal- 
ity reflects the store, and it is not 
confined to the ads, but permeates 
every department and every clerk. 
Readers found the old style of ad- 
vertising a lie when they visited 
the store. With the new kind a 
visit proves its truth. 





One of the men instrumental in 
setting the style of John Wana- 
maker’s Philadelphia advertising, 
which has never been excelled or 
successfully imitated, was asked 
what he believed constituted its 
clief attraction. “Simplicity of 
language,” was his reply. “What 
model have you followed.” “Jesus 
Christ, whose sermon on the mount 
contains more matter in fewer 
words than any piece of writing in 
the classics. Christ said, ‘Blessed 
are the meek, for they shall inherit 
the earth.’ Some of the adwriters 
I know would have said, ‘Blessed 
are the poor, oppressed, lowly, 
down-trodden, meek, for they shall 
positively inherit the earth, with its 
unsurpassed scenery and glorious 
climate, at terms never before 
dreamed of in the history of suc- 
cessful’ . retail, . merchandising.’ 


That’s the difference.” 
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Payne. & Younc, 150 Nassau 
Street, New York, have been ap- 
pointed the foreign representatives 
of the Des Moines, Iowa, Register 
and Leader, in the East and West, 
beginning July 15th. 





Joun ApAmMs THAvER of Every- 
body’s Magazine states that the 
New England News Company sold 
14,000 copies of the June number, 
28,000 copies of the July number, 
and have ordered 35,000 copies of 
the August number. The edition 
of the September number is 350,000 
copies. 





A porTFOLIO of views taken in 
the wonderfully fertile South 
Platte valley of Nebraska is sent 
out by the Daily Star, of Lincoln, 
Neb., to show the territory in 
which that paper circulates. In 
1903 this valley produced 29,786,- 
goo bushels of winter wheat, 3,475,- 
ooo of spring wheat, 143,500,545 of 
corn, 40,000,000 of oats, 7,000,000 of 
rye, 800,000 of barley, 6,000,000 tons 
of alfalfa, 191,000 tons of sugar 
beets, 2,000,000 bushels of potatoes, 
1,400,000 bushels of apples 1,000 of 
apricots 70,000 of cherries, 2,000,- 
ooo of peaches, 15,000 of pears, 60,- 
000 of prunes and plums, 1,200,- 
000 head of cattle, 900,000 hogs, 
200,000 sheep, 700,000 horses and 
mules, 


Tue Philadelphia Evening Bul- 
letin makes a practice of canvas- 
sing selected parts of that city to 
learn the relative standing of all 
the Philadelphia dailies, as well as 
to sound the popular taste in news- 
papers. One of the canvassers re- 
cently found a woman who said 
she had formerly read the Bul- 
letin at night, but stopped it. When 
asked the reason for this action she 
evaded the question several times. 
Finally, however, the canvasser 
drove her into a corner with his 
persistent queries. Then she re- 
luctantly admitted, “Well—I al- 
way did like the Bulletin, and en- 
joyed it very much. But I take 
the Morning too, and when 
I read the Bulletin at night I get 
all the news that’s in the other 
paper next morning, and_ that 
spoils my Merning So I 
stopped it—there ” 
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“EDUCATION” is:a word much 
bandied about in advertising circles 
just now. “Advertising must be 
educational,” say the experts, and 
“The public must be educated to 
use the goods, don’t you know,” 
Judging from the meager facts in 
much current advertising, however 
and the indefinite statements put 
forth, nobody is so badly in need 
of education in the merits of the 
goods as the advertisers them- 
selves. Education is a force ijn ad- 
vertising, but it ought to begin at 
home. 





THE quality to be most earnestly 
striven for in advertising is not 
originality, or cleverness, or even 
personality, but INFORMATION. It is 
so very difficult to avoid super- 
ficiality. Half the advertising 
printed in every sort of medium 
to-day is lacking in the simplest 
particulars that a reader wants to 
know. Advertising that tells the 
whole story needs no cleverness or 
originality. Advertising that omits 
vital points about the goods can 
be redeemed by no originality or 
cleverness in telling: The latter 
may adorn and attract, but when 
an ad is being read by a pros- 
pective buyer they carry no weight 
whatever. 





AN interesting booklet compar- 
ing street cars, newspapers and 
billboards from the standpoint of 
cost comes from M. Wineburgh & 
Co., advertising agents for New 
England cars, New York City. The 
comparison is confined to New 
England. A five-inch double-col- 
umn ad in 125 newspapers, printed 
daily for one year, with ten Sunday 
papers for the same period, costs 
$7,100 per month, according to this 
booklet, or $85,200 a year. The 
total number of copies printed in a 
year by these papers, according to 
the American Newspaper Direc- 
tory, is 386,483,064. To post 177 
towns in the same territory with 
sixteen-sheet posters, maintaining 
the display one year, costs $80,794, 
including paper. A card in the 
street cars of 425 towns in New 
England, changed monthly, costs 
$20,411, including the expense of 
the cards, with an estimated cir- 
tulation of 745,609,260 readers. 
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THE greatest asset in advertising 
is public confidence—the knowl- 
edge on the part of the public that 
when you say a thing is so it és so. 
This asset is easily acquired 
through honorable dealing and as 
easily lost through sharp practice. 





Tue Associated Billposters and 
Distributors of the United States 
adopted unanimously at their re- 
cent annual meeting, the following 
resolutions : 

Whereas, The well-known and widely 
circulated journal of advertising, PRinTERS’ 
Ink, has, during the past few months, inaug- 
urated in its pages a department devoted to 
Billposting, and has in its editorial columns 
and in other ways manifested its disposition 
to further the interests of this important 
branch of publicity; therefore, be it 

Resolved, That the thanks of this associ- 
ation be, and hereby are, tendered to Mr. 
George P. Rowell, proprietor, and Mr. Chas. 
J. Zingg, managing editor of Printers’ INK, 
and that they be invited to attend the next 
convention of this association. 





Tue best way for any publisher 
to make a success of his publica- 
tion is by giving his subscribers 
good value in the paper. This is 
better than any premium scheme. 
The most interesting reading, and 
the most of it for the money, is a 
‘mighty’ good circulation builder. 
Ther: have been mail order papers, 
published at twenty-five cents a 
year, printed on the poorest stock, 
and containing old reprint matter 
that cost the publisher not a cent. 
Premium schemes gave the circu- 
lation. Publishers of such papers 
claimed that country people did not 
care for good illustrations or good 
paper: that they would just as 
soon injure their eyesight by read- 
ing blurred print as not, and that 
a well-edited paper would not suit 
them as well as one edited by the 
advertising manager, who was will- 
ing that any occasional story 
should be run between ads. Of 
course, all this was nonsense. 
It needed Mr. Lewis, with his 
Woman’s Magazine to prove to 
these publishers the short-sighted- 
ness of their policy. He put out a 
well-printed, well-illustrated and 
well-edited mail order paper for 
ten cents a year. In the course of 
five years he has built up one of 
the most profitable publishing Lusi- 
nesses in the world.—Advertising, 
Chicago. 
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A KNOWLEDGE of types is useful 
in advertising. So is a knowledge 
of the tricks of writing. But the 
man who knows his business and 
his commodity needn’t worry too 
much about typesetting and gram- 
mar. Compositors will attend to 
one and proofreaders the other. 
Nobody but himself can attend to 
the business-getting detail. 


In the August issue of a number 
of magazines there appears a full 
page announcement of what is call- 
ed “The Big 8.” The list of mag- 
azines included in this list are Cen- 
turv, Harper’s, Review of Reviews, 
McClure’s, Munsey’s, Cosmopoit- 
tan. and Leslie’s As Everybody’s 
Magazine under the management 
of the Ridgway-Thayer Company 
has increased so largely in circu- 
lation that it now stands third, 
with only McClure’s and Munsey’s 
ahead of it, much amusement has 
been caused by the appearance of 
this announcement without Every- 
body’s Magazine being included in 
the list. Upon referring the mat- 
ter to John Adams Thayer he said 
that he would prefer not to make 
any comment upon the omission of 
Everybody’s as the method which 
some magazines of lesser influence 
and circulation employ of boosting 
up their own publication by listing 
it with some of the leading maga- 
zines of the country did not appeal 
to him. 





The attention of pub- 
licity writers is called to 
the special issue of Print- 
ERs Ink for August 31, 
1904 (see page 48 this 
issue). 

Articles suitable for the 
topics mentioned should 
be sent, at once, to the 
Editor of Printers’ Inx, 
who will pay cash for con- 
tributions that are accept- 
ed. Articles should not 
contain less than 700 nor 
more than 1,500 words, 
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’ THERE is one impartial critic of 
advertising. He never passes 
judgment upon publicity from 
the standpoint of grammar or art. 
He considers .all the difficulties of 
advertiser, 11edium and readers in 
giving his verdict. What he says 
is final, and every one of his con- 
clusions is valuable in making fu- 
ture ads more productive, He is 
a true expert. His name is Re- 
sults. 





“UNDER the Hat of Penn” is a 
booklet exhibiting a good deal of 
historical research, sent out from 
the N. W. Ayer & Son agency, 
Philadelphia. The main purpose 
is to deal with the life of William 
Penn, founder of Pennsylvania, 
and several short chapters treat of 
the successive stages in his career, 
giving views of relics and homes 
of early Philadelphia. The adver- 
tising. value of the volume, so far 
as the agency is concerned, has 
been compressed into the chapter 

n “Penn as an Advertiser.” For 
the..great. Quaker was an able 
weilder of publicity. After estab- 
lishing his colony he wrote pamph- 
lets to attract settlers to Pennsyl- 
v.nia, setting forth what he had to 
offer them in business-like, attrac- 
tive ways and offering land on the 
easy payment plan. He also ad- 
veriised his views as to liberty, 
progress and truth, and his nu- 
merous tracts were largely adver- 
tisements for the Society of 
Friends. Though Philadelphia was 
founded long after the Jamestown 
and Plymouth colonies, the first 
printing press brought to America 
—that of William Bradford—came 
with Penn, and he believed firmly 
in the printed page, writing pamph- 
lets that had real “pulling power.” 
Most of all perhaps, his advertising 
instinct was shown in the fact that 
he gave good value, always making 
certain that his performance never 
fell short of his promises. 





On Monday evening July 18, at 
the Aldine Club, in this city, the 
executive board of the “Interna- 
tional Federation of Advertising 
Interests”—heretofore so-called— 
managed to accomplish a lot of im- 
portant business. Eighteen of the 
twenty-two members were present ; 
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and after an informal supper these 
gentlemen promptly buckled down 
to business and kept at it till mid- 
night. By-laws were adopted as 
the practical basis for the accom- 
plishment of the following objects 
as announced in the preamble; 

The object of this association shall be to 
foster the interests of advertisers through- 
out the world ; to reform abuses and to pre- 
vent waste in advertising, and in every le. 
gitimate manner to serve the interests of its 
membership through co-operation, 

The name of the organization 
was first of all changed to “Inter- 
national Advertising Association,” 
a term at once more inclusive and 
better descriptive of its member- 
ship, which is to embrace individ- 
uals, firms and corporations enga- 
ged in or with any phase of adver- 
tising. Originally, and so long as it 
was proposed to have a delegate 
membership representative of the 
various organized bodies of adver- 
tising interests already extant, the 
term Federation might have been 
more appropriate. 

The annual membership fee was 
fixed at $50. The business admin- 
istration and policy has been vest- 
ed in a Directory of thirty-three, 
of whom eleven are to be elected 
annually, at least six being bona 
fide advertisers, buyers in contra- 
distinction to sellers and fillers of 
space. 

It was also decided to open 
headquarters in New York and to 
employ a salaried secretary as office 
manager and responsible executive, 
under bonds. 

Pending the association’s first 
annual meeting, calléd for Oct 4 at 
St. Louis, and empowered to pre- 
pare the programme and make all 
necessary preparations for this 
meeting, the board of directors ap- 
pointed the following executive 
committee with full power to 
“go ahead.” 

For advertisers, C. H. Brampton and Jas. 
B. MacMahon; for billposters, Barney Link; 
for newspaper publishers, M. Lee tarke ; 
for magazine publishers, Thomas Balmer ; 
for advertising agents, Paul E, Derrick ; for 
trolley car panels, Barron Collier. 

These gentlemen are also to edit 
and promulgate the by-laws as 
adopted, to solicit membership and 
to report progress at the next meet- 
ing of the Directory which will 
be held Aug 2, again at the rooms 
of the’ Aldine Club. 
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BLACK type doesn’t always make 
good argument. 


BEGINNING Aug. 1, and continu- 
ing through that month, the 
World’s Fair is to be circused for 
keeps. The Fair has been open 
long enough to demonstrate to its 
management that, as a show, it 
cannot meet its current expenses 
let alone liquidate its loan from 
Uncle Sam without making a spe- 
cial and specific appeal to the 
crowds which somehow have failed 
to respond to the miles upon miles 
of write ups such as the newspaper 
publishers fatuously assured them 
would do the trick without any dis- 
play advertising whatsoever. But 
while realizing this the Fair au- 
thorities were, helpless. ~ On the 
one hand they had scornfully re- 
jected all plans for systematic dis- 
play advertising when yet they had 
money to invest in it; and on the 
other, now that they recognized the 
need of it, there were no more 
funds to pay for it. 

Noting this’ predicament the As- 
sociated Bill Posters of the United 
States in annual meeting assem- 
bled, concluded to do the generous 
thing for the Fair. After a dis- 
cussing of the matter they unani- 
mously adopted the following reso- 
lutions just before adjournment: 

Whereas, The ae management 
officially designated this, 15th day of July, 
as “ Poster Day,’’ thereby giving public rec- 
ognition to one of the most pane methods 
of profitable veer! in the domain of ad- 
vertising } an 

I'hereas, The Associated Bill Posters and 
Distributors of the United States and Can- 
ada are in conformity with such. official rece 
ognition giving a practical exhibition of 
poster plant, printing and service at this 
moment in the Administration Court and 
Convention Hall ; and, 

Whereas, The members of this association 
are fully cognizant by personal examination 
of the many magnificent features: of this 
great Exposition and do not hesitate to de- 
clare the same to be the greatest show on 
earth; and, 

Whereas, Our experience in advertising 
commercial commodities, shows and exposi- 
tions, satisfies us fully that no matter how 
good the product, no, matter how great the 
attraction—unless the people are systemati- 
cally informed of the value and attraction of 
such commodity or show by display: adver- 
tising the fullest measure of sales and at- 
tendance cannot be expected ; and 

Whereas, Poster service and outdoor pub- 
licity offer a natural medium for effective 
appeal to the masses and classes alike, as a 
great educational, forum, capable of tellin; 
the story and making’ the appeal by color 
pictorial illustrati s which, in this instance, 
would give a foretaste of the wonders here 
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awaiting the great crowds of visitors which 
the Exposition should draw. It is hereby 

Resolved, That the Associated Bill Posters 
and Distributors of Canada tender to the 
Exposition management a full, listed and 
guaranteed service on its more than million 
miles of boardings throughout the United 
States for the entire month of August gratis; 
and, itis further 

Resolved, That a copy of this preamble 
and resolution be handed to the president of 
the a and that another copy be 
forwarded to the Honorable Secretary of 
the Treasury of the United States, with the 
earnest petition of the subscribing committee 
that a special publicity committee be imme- 
diately appointed for the purpose of author- 
izing the acceptance of this gratuitous adver- 
tising service and of attending to all negoti- 
ations connected therewith. 

The committee which presented the reso- 
lutions to the Executive Committee of theEx- 
position was composed of R. C. Campbell, 
Chicago; John H. Whalen, Louisville ; Sam 
Pratt, New York; O, J. Gude, New York; 
E. Ww Krackowizer, Boston; A. L. Frost, 
Chicago, and_R, J. Gunning, St, Louis. 

The Fair Executive Committee accepted 
the coffer of the bill posters at once and an 
order for the posters was promptly placed 
with the Federal Lithographin Co., of New 
York, and this “ paper” will be supple- 
menced by the individual posters of the Pike 
conc ssionnaires, The value of the service 
extended free of charge to the Fair is esti- 
mated at one-quarter of a million dollars, 


Poster day was‘also made mem- 
orable by the erection of a hun- 
dred-foot model metal stand erect- 
ed in ‘administration court right 
under the eves. of _ President 
Francis’ office, upon which all day 
long was displayed a succession of 
brilliantly colored and highly effec- 
tive posters to the open-eyed and 
mouthed astonishment of the visit- 
ing crowds; while in Convention 
Hall was displayed a competitive 
exhibit of nearly 300 of the, most 
effective posters in current use. At 
the same time, and throughout the 


‘entire session of the Association 


the Boston Herald had on exhibi- 
tion in Congress Hall its collection 
of prize poster designs. 

his outdoor advertising has at 
a stroke scored heavily over all 
other advertising interests. It has 
compelled the Fair to acknowledge 
the need of display advertising; 
and in helping the Fair has helped 
itself. Incidentally “T. S.” the in- 
defatigable propounder of this doc- 
trine 


ADVERTISING 

bd HELPS all a 
ADVERTISING 

has managed to make his paper, the 
Boston Herald, solid with all con- 
cerned, 
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WEEKLY AD CONTEST. 
TWENTY-FIRST WEEK. 


In responsé to the weekly.ad con- 
test thirty-one advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by Louis H. Cortright, 37 Park- 
er street, Auburn, N. Y., and it ap- 
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every other submitted in the same 
week. The ad so selected will be 
reproduced in Printers’ INK, if 
possible, and the name of the send- 
er, together with the name and 
date of the paper in which it had 
insertion, will: also- be stated. A 
coupon good for a year’s subscrip- 
tion to Printers’ INK will be sent 
to the person who sends the best 
ad each week. Advertisements 





A Sharp Cut In 
Straw Hat Prices 


Here’s a sale of straw hats with a 


snap to it. 


We've taken all the straw 


hats in the’store and repriced them, not 


even reserving a single hat. 
The new price on these-S3, 
$2.50, $2 and. $1.50 straw 


hats is 


85° 


The low price makes it very easy for 


you to finish out the summer witha 
new straw hat. Among them are all the 
new models in split and sennit straws. 
All to go at 85c. the hat. 


WM. VOGEL & SON, 


Broadway, 


pzared in the N. Y. Evening Jour- 
nal for July 12, 1904. A coupon was 
mailed to Mr. Cortright as provid- 
ed in the conditions which gov- 
ern this contest, viz.: Any read- 
er may send in an ad--which 


he or she notices in any peri- 
odical for entry. Reasonable care 
should be exercised to send what 
seem to be good advertisements. 
Each week one ad will be chosen 
which is thought to be superior to 








Houston St. 





coming within the sense of this 
contest should preferably be an- 
nouncements of some retail busi- 
ness. The sender must give his 
own name and date of the paper 
in which the ad had insertion. 
——_+oo___—_—_ 


One of the most peculiar things in the 
advertising world is the fact that much 
of the.poorest copy put out emanates 
from firms who have been regular and 
persistent advertisers for twenty and 
Qaety years.— Advertising World, Lon. 
lon.” 











Advertising A Agencies. 


Advertisements under this head. two lines or more 


40 cents a line. Must be 
Mo yy meg tase 


the cost of advertis- 


we finder ing e! fbn od Be of scrllgnt and dis 


line or $6 an inch 
play type may be used ifs used 
ALABAMA, 
A-% ADVERTISING CO., Mepite, Alabama. 
Distributing and Outdoor Advertising. 
CALIFORNIA. 


GATE ADVERTISING CO., 3400-3402 
teenth St., Gen Frano Francisco, Cal. 


RTS NEWHALL CO, 1 
iy ini. Place advertising 


ph 
out: tor, ‘ective ag an Sa PA cL 
FIC COAST ADVE ING, 25c. copy; $2 year. 


Bae AND SWASEY, 107 New Le er 


San Francisco—Largest age! 
of Chicago; 06° upy ae — ae eae 
or 


GOs )LDEN 


any- 


manage an 
peigns ;can save aos mney by ad ad 

yes iia hao ard, wal ene. 
te te and erate. Knowing Coast condi- 


cone. wecan en piece 3 your ad vertis’g without waste. 
Write for boo! 


DISTRICT OF COLUMBIA. 


~ FOR $line Want Ad in 15 dailies. 
+) Send for listsan L prices. L. P. DARRELL 
ADVERTISING AGENCY, Star Bidg.,Was., 0. C. 


KENTUCKY. 
M. CALDWELL Adv. fics. = 
© prepares, p 





pe? 


NEW JERSEY. ‘peated 
rder advertisin 
M ‘STANLEY DAY AGENCY, Newmarket, 
: NEW YORK. 
°GORMAN AGENCY, 220 Broadway, N. Y. 
OO" edical journal advertising exclusively. 
NK & CO., be Broad Street, N. Y. 
LBERT FRA. = ae feos my table 
Boston. elphia. vertis- 
ine my on leds p laced lin every part of the world. 
EKO. P. ROWELL & CO., 10 Spruce 8t., New 
G York, have representatives calling i per- 
- powepopese I~; retaile: ing up 
State er advertisers the un- 
usual facilities of mente service. Schemes for in- 
troducing and selling goods. goods. 


Noeta AMEECAN ADVERTISING ow 
PANY, William Street, New York. 


advertising in “ail all ridlacees af 


A 

Foretgn Trading Co., which FH 

abroad ‘oreign goods in the home 
arket. Communications from manufacturers 
desiring larger output requested. 

OHIO. 
FE, RUNEY, Rune 

Cea 5: ° y pute, Gye. 


Ad iedttiing. Yat 


THE 
NJ. 





only 





Printing, Desi Designs, Writings. 


PENNSYLVANIA. 
ORRIS & WALES, Proves Building, Phila. 
M High-class writing and designing. 
[He H. L IRELAND ADVERTISING AGENCY, 


925 Chestnut Street, ; Street, Philadelphia. 
FOLRy & HORNBERGER 
1208 ondnes ag., Phila. 
“Less Black and White, and more Gray 
RHODE ISLAND. 


F. OSTBY bey Providence— Bright, 
. a ideas,” mayazine, news. 
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ifor- 
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TENNESSEE. 

G REENWOOD ADVERTISING CO. (Incorpo- 

3 rated)—Main Offices. Kn le, Tennessee. 
Outdoor advertising contracted ughout 
ie Sa nbtina ion Serie il 
Gartein Painting. ‘ 

CANADA, 


H°z.3t3 often ogqete of American firms tell us 
Sarvesteing Te inapentive e because 

notin ee Son Cel 

We can the best results for an appropriation 


DESBARATS ADV. AGENCY, Lid., Montreal. 
———_—<+e—————— 


THE LEGAL STATUS OF THE’ 
CIRCULATION LIAR. 


The man. who swears to a false circu- 
lation statement is far from being placed - 
in a penitentiary for perjury. 

A false oath, to be perjury, must be 
committed in some judicial proceeding. 
The circulation liar knows this. Mark 
the following from Chase’s Blackstone: 

law takes-no notice of any per- 
jury but such~as is committed in some 
court of justice, having power to ad- 
minister an oath; or before some magis- 
trate or proper ‘officer invested with a 
similar cape p in some proceeding 
relative to a civil suit or a criminal pros- 
ecution; for it esteems all other oaths 
unnecessary at least, and therefore will 
not ow the breach of them.” 
is view of perjury is that held by 
the courts of the country. To be per-’ 
jury an oath must be what the law es- 
teems as necessary. The law then does 
not consider the circulation liar’s oath a 
perjury and. consequently there is not 
the slightest possibility of that worthy 
being ree in a penitentiary as the re- 
sult of his circulation swearin 

The liar who swears to a false circu- 
lation statement knows that he is not 
committing a perjury. He would in all 
probability be very careful about actually 
committing one. Were he haled before 
a court, he would refuse to swear to the 
false statement, knowing that a false 
oath committed in a judicial proceedin 
of any kind is perjury and a crimina 
offense. There is absolutely no connec- 
tion between the ordinary sworn. circu- 
lation statement and any judicial pro- 
ceeding, and in consequence the person 
the doing the swearing is perfectly safe 
from being convicted of a criminal 
offense. Such a sworn ‘statement is no 
stronger, no more binding, than a mere 
statement of circulation. If a man lies 
about his circulation, there is nothing 
in the criminal law to deter him from 
swearing to that lie.—Newspaperdom. 


INFORMATION WANTED. 
New York, July 13, 1904. 
Editor of Printers’ INK: 

I am in search of a paper or papers 
in the United States that are Foy to 
reach the manufacturers of phonographs, 
gramophones and similar talking ma- 
chines. 

May I ask that you will kindl 
me toward obtaining the desire 
mation, and greatly oblige 

ours truly, 

G,_D. ,.Wattzopr. 
Commercial. Attache, Imperial . German 
Consulate General, 





direct 
infor- 





4 PRINTERS’ INK: 


FORCEFULLY, BUT _RESPECT- 
FULLY REFERRED. 
Incidentally to Thomas M. Patterson. 
Prrnters’ Ink has always held that 
newspapers which carry the largest num- 
ber of want advertisements are closest 
to the hearts of the people, and are 
for that reason not only prosperous, 
but of a distinct profitableness to an 

advertiser. 

Advertising—particularly small ads— 
goes to the paper with the known cir- 
culation. As a rule the person wishing 
to place a small ad dogs so in the 
apd which he reads himself. It will 

noticed that the Post prints as many 
small ads during each week as do Pat- 
terson’s papers and the Republican com- 
bined. There need be no other com- 
ment except to say, Results—That’s It.— 
Denver Post, July 13, 1904. 

_.!.hUl lS 


BETTER PAY UP--AND LOOK PLEASANT. 
New York, July 18, 1904. 
Editor of Printers’ InK: 

One of our customers has asked us to write 
you for advice in reference to the following 
matter: 

Some time ago our customer gave a verbal 
order direct to the publisher of a pyro- 
graphic magazine, with the understanding 
tnat the paper had a circulation of 10,000, 
As the paper went out of existence a few 
months after the advertisement agerared, 
the customer has reason to doubt the state- 
ment as to the circulation and refuses to pay 
the bill watil the crrculation is og The 
question is: Does the publisher have to 
prove his circulation before his part of the 
contract is filled ? 

Thanking you fora reply, we are, yours 
very truly, 

Hicks’ ApvertisinG AGENCY 
(Lindley & Murray). 
— eee 

ARGUMENT implies opposition. Too 
much argument in your advertising 
often suggests opposition which does not 
really exist. If you create the notion 
of opposition you create opposition 
simply by suggestion. A magazine page 
full of argument is often less convinc- 
ing than one live little backable fact 
couched in a paragraph that carries the 
true ring of earnestness.—Jed Scarboro, 


=> 


Tue latest Oldsmobile booklet, sent 
from the Detroit offices, is a handsome 
production showing structural details and 
the various styles, with interesting views 
of the Oldsmobile in foreign lands. 





A TESTIMONIAL: ” 
F. A. CHuss, 
First-Class Insurance Representative, 
97 Richmond Road, 
HAckKNeEY, July 9, 1904. 
Editor of Printers’ INK: 

I have pleasure in bearing testimony 
to the wonderful help afforded by your 
excellent journal PRINTERS’ INK. As 
opportunity has arisen I: have recom- 
mended others to take PRINTERS’ INK 
and study it. 

My. business would be a. very easy 
one if thase I called upon to. solicit ads 
read Printers’ INK. 

Yours faithfully, 
F. A. Cuuss. 








Classified Advertisements. 


Advertisements under this head two lines or more 
without di Yy, centsaline. Must be 
ni in one week in advance, 

After September I«t the cost of advertina- 
ing under this hending will be 20 cents a 
line or 68 an inch ench insertion; and dis- 
play type may be used if desired. 


WANTS, 


ANTED— Address of F. Ernest Wallace, ad- 
man. “ W. R.,” Printers’ Ink. 


Vf ORE than 244,000 copies of the morning edi- 


4 tion of the World are sold in Greater New 
York every day. Beats any two other papers, 


DV. MGR. metropolitan department store 
A wishes to conduct department of advertis- 





in, stion for ci paper. Can make 
this ep hn to ieee ladvertisers. “C. » 
care of ters’ Ink. 


THOROUGHLY experienced advertising 
man desires position. Preferably in a fuel- 
ing, hghting or heating business. Best of refer- 
ences from present employers. Address “AP- 
PLICANT,” care of Printers’ Ink. 


YOUNG mon wishes pcesition as adwriter or 

assistant adwriter in either wholesale or re- 
tail house orfactory No experience, but willing. 
Have completed a course of studies with G. Il. 
Powell. N Y., advertising and business expert. 
O. A. BALCH, 58 Warren St., Hudson, Mass. 


Rrcest advertising manager of Southern 
newspaper desires position. An experienced 
solicitor, strone adwriter; capable of building 
up the advertising department. A live paper 
after more ness can se 

Address “CONTRACT,” care of Printers’ Ink. 


ANVASSERS wanted for subscribers for a 
leading and long-established New York 
religious family weekly. Unusually liberal com- 
mission will be paid. Can work in your own 
nelzhborhood. Jadzen, em references, JOHN 
f . eRe, 121 Tribune Building, New 
ork. 














presence, untiring ener, 


WANTED 


Thoroughly competent managing secretary for the International Advertising Asso- 
ciation, an organization composed of the leading advertisers, advertising agents, daily 
al and magazine publishers, bill-posters and street-car advertisers of America and . 

urope. The object of the organization is to foster the advertisers’ interests through- 
out the world, to reform abuses and prevent waste in advertising methods and in every 
legitimate manner serve the interests of its membership through co-operation. The ap- 
plicant must be thoroughly competent to carry out the plans of the directors looking to 
this result, compile statistics and manage an office that will: deal’with all the varied 
interests in furtherance of the object of the organization, and complete plans for and 
manage into success a convention to be held im St. Louis, October 4th, sth and 6th of all 
of these allied advertising interests. ‘To a man thoroughly qualified, of good habits, good 
u ey and superlative ability, salary will be paid commensurate. 
Address with recommendations and photograph, which will be returned, stating salary 
desired. Applications will be idered by correspondence only, : 








BARRON G. COLLIER, Secretary, 114 FirrH AVENUE, New YORK. 
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BIG ENGINEERING FORMAL WANTS AN 
ADVERTISING who is successful in 
outaide negotiations. wa "permanent connection 
with larger pros m4 = store forthe right 
man. Answer ful rience and fitness. 
LISHER,” care of 


as to 
ORK PU! 
Printers’ | : 


ADWRITERS WANTED. 
Co amg and — ‘ a aga ey me ba 
ty, our only requiremen ‘oO 
=~ liberal commissions, To signify that zoe 
mean t om send two ene f 
terial to work 0! ARCHBY "S "AD: 
AGENCY, 1821 Pearl St.. Cleveland, Ohio. 


VERadozen years in one position, a young 
man who knows something about advertis- 

ing, circulation and the business end of the daily. 
wants to wey and get with reliable paper. 
Have hustled in the past, am doing so now; yet 
I want to hustle for some one elee in another 
field. Address “THOMPSON,” care Printers’ Ink. 


Crane convincing writer of business-bring- 
ing literature, with agency experience, 
knowledge of typography, at present managing 

advertising for ~igh»: concern, would connect 


with large or smal concern. 


tive ability, on Bs to detail work, 
correspon dent, creator of ideas. “BUSIN 
Printe 


MANAGER WANTED. 
Wanted ble of 


capa! 
marketing and increasing sales of well and 
favorably known mineral waters 





SY Ste 
ing rererences, THE SECRETARY CALEDONTA 
SPRINGS CO., LTD., 712% Craig St., Montreal. 


STENOGRAPHER. 

-Class manufacturing conce has 
jenutd ——— for stenographer to take full 
cheree, of menorees department. One experi- 
enced in hand ar ry oy froin magazine ad- 

vertising on one iz to the wholesaie trade pre- 
ferred. Applicant must be willing to reside in 
— Ivania. Address, statin, ~ -. fil Done 

ing experience,: ge an ted, 
"g ENOGRALHER, ” care of Printers? ink. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co} 
umns of PRINTERS’ INK, the business journal for 
adve: tisers, published weekly at 10 ppd 8t., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 





Noa WANTED IN GT. BRITAIN AND 
ELAND FOR MAIL-ORDER PUSHING. 
I want to extend my mail-order business and in- 
vite from American houses quotations for 
Suitable Novelties with imens which will not 
be returned. I mean business. Do you! JOSEPH 
nw ja .2 Alexandria Road, Coventry, Eng- 


W ARTED- Clerks and oehens with common 
school educations only. who wish to qual- 
ify for ready positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from Jeadi neerns eve 
oa. a graduate fills "$3,000 p \ another 
and any number earn $1 The best 
clothing ad writer in New York owes his suc- 
cess within a few months to my teachings. ie- 
mand cuceods io eupely. 
GEORG ELL, Advertisin: Lane Busi- 
ness why 82 Temple Court, York. 


A ARE YOU SATISFIED 

with your present position or salary! If 
not, write nearest office for booklet. We have 
openings for ogee gh adage ——t 
men, hewspaper 





clerical and exeoutive men of all ‘kinds. High 
grade com. 
HAPGOODS (IKC.), 
Suite 511, 309 Broadway, New York. 
pm 815, Pennsylvania Bidy.. i 
629, Monadnock Ridg., Chica 
Buive' 106° Williamson Bldg. ‘Glevelana, 
Pioneer Bldg., Seattle, 
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ERNALD'S NEWSPAPERMEN’S FC. XCHANGE, 
established 1898, represents — work 
ers in all departments. tend for Kklet. 368 
n 8t., Springfield, Mass. | 


TO $25 a week at the outset—$30, $40 
$15 > $50a w-ek a little later on—is what you 
can reasonably expect after completing our cor 
respondence course in advertisement writing. If 
you have an ordinary schoo] education, plent; 
of energy and a real determination to succee: 
= will guarantee to make a successful advertis- 
men of tye If you are in business for your- 
- f we will teach you how to increase your 
business without increasing your expenses. Ou: 


rates are low terms easy. } ou can master 
the study during your spare ovens hours. Our 
course is the only thoroughly practical one. It is 


= outcome of our fiftee 
rience, 
do lars in 


teen years of advertising 
We-have spent more than a million 
a advertising. We control 
high-c advertising at the 
han all other advertising yp 4 
rs com Our school is indorsed fond 
greatest publishers, advertising experts and suc- 
cessful graduate’ throughout the United States. 
Write to-day for our free booklet, “How and 
Where to Learn advertising. » This is the most 
gomorehtadive and instruct ad bo a pub- 
lished by an WELLS CO school. 
ye RBI mI, 


22d floor, re Building, 
Philadelphia, 





olicitin 
Gelciting == My FIRST OFFENSE. 


For the first time curing twelve years’ experi- 
ence I am seeking a position, 

Dissa.isfied with pohcy of paper, I have just 
resigned advertising management of a leading 
New England daily. 

Have had twelve years’ continuous successful 
experience as advertising and business mapager 
with larger publications and agencies in the East. 

Am thoroughly cognizant with foreign field 
and personally acquainted with heads of large 
Eastern advertising agents and general adver- 
tisers. 

Have closed over $17,000 in NEW business since 
Feb. 1, 1904. 

In addition to ability as a producer, am capa- 
ble of writing and designing advertising as a 
lever for obtaining business. 

Am not a man-of-all work—simply a business 
producer—a successful one. Have accomplished 
excellent results in increasing local patronage 
of dailies. 

Thirty years of age—married—integrity and 
ability unquestioned. 

Prefer working on commission basis, with 
drawing account; though will accept salary if 
same is satisfactory. 

Record and references furnished on applica- 
tion. 

Publishers of daily newspapers or large 
monthly magazines having position available 
now, or before Sept. 1, 1904, where ability and 
results are appreciated, address with proposi- 
tion and details, in confidence, 

“PRODUCER,” 
Care of Printers’ Ink, 
10 Spruce Street, New York. 
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OUBLE your foceme by starting a MAIL 

ORDER BUSINESS. hy waste your spare 
time and energy when a small outlay starts a 
pereianeey, profitable mail order business in 
your own mel A.A, NEW system. We 
i es, oan rong advertising, and 
earry your stock. spar line merchandise. 
Send stamp slogee and instructions. 
CHICAGO "SPECIALT ¥ Co. (Est, 1885), Chicago. 


PERIODI: CAL 1 L PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000(@@). 253 Broadway, New York. 


—-- +e 
MAIL ORDER. 


— and best mail-order article. Sample 
4 for 0c, H.R. BROWN, 515 Fifth Avenue 
Southeast, Minneapolis, Minn. 


N AIL-ORDER Men: Send 2% cents (silver) and 
4 I will send you pony and particulars, of 
little two-line ad that ey AVIDSON, 
JI.W.1 4 
ind Ave 


“ir York City. 


END 10c. for 12 numbers of THE BuSsINEsSs 
K ARENA. It’s brimful of money making 
ideas for hustling advertisers and mail-order 
men—tips, inside tips, t produce business. 
And in ite columns subscribers will be given free 
aivice, su tions and criticisms as to their 
plans and literature. While they last, three back 
numbers with each year’s subscri tion. 
THE BUSINESS AREN 
129 Haverhill a, 
Lawrence, Mass. 


N AIL-ORDER ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and catalogues 
direct to the mail-order buyer. You can reach 
eople who never see payer of any description 
F. another. When once 





easy. We have reliable agents 
well located throughout the United States and 
Cc oe my YY — — ~ position to place bepadvertictng 
of any desired class. OU 

DISTRIBUTORS DIRMCTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct with the distributor. We guaran- 

ood service. Correspondence solicited. 
NATIONAL ADVE: RTISING CO., 700 Oakland 
Bank Building, Chicago. 


+> 
ADVERTISEMENTS WANTED. 


ARDWARE DFALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
te 








CEDAR CHESTS. 


OTH-PROOF Cedar ( thests—Made of fragrant 
i ape red cedar and absolutely proof 
inst moths. Prices low. Send for booklet. 
TEDMONT FURNITU RE CO,, Statesville, N.C. 


PRIN NTI NG. ° 


gg Headings, Superior Bond Paper, 10 
4 ., black ink, printed. 5,000 at $1.75; 10,000 
at $1. i ithographed at $3.50 or $2.90; printed, 
black and red, at $2.30 or $1.85. Deliver tree, 100 
miles, KING, 105 William S8t., New York. 
—-— + +e — 


PAPER. 


B BASSETT & SUTPHIN, 
ei Beekman St.. New York | 
Coated papers a specialty. oe Perfect 
White for high-grade catalogu 


tee 
MAILING MACHINES. 


‘THE DICK MATCHLESS MAILEK, lichtest and 
uickest. Price $12. . J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo. N. Y. 


--4-5--- 
ADDRESSES FOR SALE. 


ELIABLE addresses in Maine, Iowa, Arkansas 

and Wisconsin. Twenty five cents per hun- 

dred. J. W. DAVIDSON, 640 West End ave., New 
York City. 


60, 00 NAMES of lowa farmers for sale 
by the Des Moines CapiTaL, Des 
Moines, Iowa. Names collected chiefly by Des 
gs CaPITAL for use in soliciting subscribers 
means of sample copies. $1 a thousand. 
| sent printed. Send for eample. 








35 50 See hg Iowa Farmers. all 
ers, names and correct ad- 
Gon. under Lanta headi 
out, Prepaid, $5; remittance with order. 
farmers will harvest a record-breaking cro; 
ear. a hey | E. DOWNING, Messenger 
‘ort Dodge, Iowa. 
——— o>" 
HALF TONES, 


ERFECT conver half-tones, !-col.. $1; 
10c_per THE YOUNGSTOWN ARG 
GRAVING CO, Youngstown. Ohio. 


E would like to estimate on your half tones 

either for the ih a or other work, 

STANDARD ENGRAVING CO., 61 Ann St., New 
ork. 


EWSPAPER HALF-T( — 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash “accompanies the order, 
Send for samples. 
KNO XVILLE ENGRAVING CO., Knoxville, Tenn, 








CIRCULAR DISTRIBUTORS, 


Py 48tED circulars to distribute at the Big 
Laurel County Fair I attendance, 
New territory for advertisers. ork done ina 
———_ wa by competent distributors, 
ddress EK CHILTON, Sec’y Laurel County 
Fur, rk By Kentucky. 





DECOR ATED TIN BOXES, 


TT appearance of a kage ofttimes eons it, 
You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they a 
until you get our samples and quotations. L 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas 
eline boxes and caps. fend for the tin desk re 
minder called “* Do = Now.” It is free; so are 
any samples you may desire to see. 
AMERICAN “STOPPER COMPANY, 
11 Verona Street, 


Brookiyn, New York. 
oon largest maker of Tin Boxes outside of the 


BOOKS. 


a THAT PRoTer ae book mailed 
k. &a LACE rytens and 
Trade Mark Sasneie VWeabinnn. b.C. 


R.NON-PRINTER ADVERTISING MAN—Ever 
feel the lack of tech x? rinting know!l- 
edge! “ Concerring ws ou wise. 
50c. postpaid A.S. CA sae 87 8t.,N.Y. 





A DDRESSING N@ MACHINES. 


DDRESSING MACHINES—No type used i 
the Wallace stencil addressing machine, A 
card index system of addressing used b; ne 
largest publishers Seon ‘hout the country. Send 
for circulars. Addressing done at low rates. 
WALLACE & CO., 29 Murray St., New York; 510 
Pontiac Bidg., Chicago, Th. 


7 aon at ae ne AUTO ADDRESSER js a high 

addressing machine, run by motor or 

foot saaeahg System embodies index idea. 

Prints visibly; | y= am card used; errors im- 

— operation simple. Correspondence 80- 
cited. 


B. F. JOLINE & CO., 
128 Liberty St., New York. 





PREMIUMS, 


RITE for information 1 Pee our pre- 
mium and advertising clock: ees 4 
BAIRD MFG. CO., 20 7.20 Michigan Bé., Chicago. 


rons & HEALY’S NEW PREMIUM CATALOG, 

ready, contains pase! instruments 

of all *descri tions. including a special cheap 

talking raachine; §20, go ae af our mandolins 

and guitars used in a single year, ri one firm for 

remiums. Write for ald ‘ee 
yon & Healy, 199 Wabash ae 


R™: vay] -E goods are trade Noms. al a. 

sands of 
publishers and others from. ‘the foremost od 
and wholesale dealers in poe, and kindred 
lines, 500-page list lustrated catalogue, 
published annually, issue now ready; free. 
. F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y, 
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PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
P Neb., for copyright lodge cut catalogue. 


2a 
SUPPLIES. 


D. WILSON PRINTING INK Co.,, Limited, 
Ww. of 17 Spruce St., New York, sell more mug- 
=_ cut inks than any other ink bouse in the 


“Special prices to cash buyers, 


Kk sell Bernard’s Cold Water Paste to photog 
V raphers. ae factories, billposters, pa- 
rhangers, —_— ng bureaus, etc., because it is 
Ehe bes te made, convenient, to ee and 
cheaper ny F eit goes furt! Write for free 
camele. BERNA RDHOLMES. ‘AGENCY, 46 North 
Siate St., Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. hecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the traJe 
and manufactured by the DOXO MAN’F’G CO., 
Clinton, Ia. 


er 
ADVERTISING NOVELTIES. 


HE Wizard Fish, a great novelty, mails for 
lc.in 64% envelope. Sample iree. M. Gli- 
BERT, 2563 N. Dover St., Phiia, 


pornie a your business with advertising 
novelties. Buy them direct. I make penci 

holder, pos = Ws cases, nail file, in leather casc. 

sample of each, 10c. J.C. KENYON, Owego, N. ¥. 


ULVEROID SIGNS; lightest, cheapest, most 
durable and attractive indoor sign. Cor.- 
plete line of Cellulod Novelties and Buttons, 
Samples free. F. ¥F. PULVERCO., Rochester, N. Y. 








- E latest novelty, Color Barometers. Can be 
mailed in 6% envelope, penny postage. $2 
per thousand, incu imprint. Send 4c. for 

sample, F'!N NK & 8 5th, above Chestnut, 
Philadelphia. 


are for sam le and pri and price new combination 

hen Hook and Bill File. Keeps your ad 

before the housewife and business man, THE 

WHITKH KAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


A Dtxntinme CLOCKS Our window and 
wall clocks have permanent advertising 
value. Estimates given on single clocks or 
quantities. Write for circular and information. 
BAIRD MFG. CO.. 20 Michigan St., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails, They’re attractive, sub- 
—. ¥ cheap. Sample, a World’s Fair 
souven 
WICK HATHAWAY'S C’RN, Box 10, Madison, 0. 


> 





TOBACCO. 


UXURIOUS SMOKING — Provided you use 
“French’s aroha Smoking Tobacco. 
0} 


tobacco manufac 
Deliciously mild, yet full of fragrance, and 
never bites t he tongue. There is nothing in 
———s tobacco to be compared with it. 

re oa le package for 0c. in silver. 

PRENC ‘OBACCO CO., Statesville, N. c 


o> 


MAILING LISTS. 


BSOLUTELY Rehable Mailing Lists (t 
written) of — Butchers and Meat Markets 
in U. 8.; rated Dun G3, or Bradstreet UD; 
street and j—- in cities of over ; $25. 
Typewritten List ALL Meat Markets Ohio, with 
pono _ number, in cities of over 50,000, for 
only 
ALL Pork and Beef Packers in U.S. and Canada 
di Provision Dealers ‘and Sausage 





our money with me if you can do 
half as well ae here " 
wouldn "t give so much for so little but I 
eed ** the} mene 


B. Sonneborn, 
P. 0. Foe 399, Berwyn, Ill. 
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LETTERS FOR SALE. 


RESH names of women who buy by mail, $1 
per thousand; also 450 original letters from 
people who ordered visit: ting cards, $4.50, 71 
letters have not been copi. ip ent MANGRAV. 
ING CO., 16 South Fifth St., Philaael phia, 
pertevadinate >>“ Hid 


ILLUSTRATORS AND ILLUSTRATIONS, 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e St.,New York. Service good and prompt. 


+ 
TRADE JOURNALS.. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@©). 253 Broadway, New York. 





FOR SALE. 


- and job plant—three 

%, FAs en gabe, paper cutter, lot type; 

all Ps "sood condition ill sell cheap for cash 

an negotiable paper. THE MYERS CO., Toronto, 
Jhio 


OB pions for sale cheap, containing three 
©@ Golding presses, 34-inch paper cutter and 
well selected fonts of type,in use about three 
years. —— “W.,” care of Daily Telegraph, 
Harrisburr, Pa. 


1; 700 ONLY $700 cash, balance to suit 

buysa first-class Goss Perfecting 

ress, printing 4 or 8 pag: , 7 or 8 columns 

wide, with entire stereotypin igo ‘outfit —— 

aes bles; all in best con- 
1 aii 


= Bhafting, pulleys 8 “ go. with Ca 10 
‘Address. PRESS.” £ Tinters’ Ink. 


ed 7,000 to 10,000 per hour. 
Calo, CLASS PAPER—I have been 
authorized to offer for sale or at nas al 

tion a horticultural and agricultural wee 
with paid list capectiog 10,000. eed ce, is ot 
high characte: well established. 

made paying and very valuable property. anche 
price, including plant, is $25,( esired, 
considerable stock wouid be retained A pre sent 
owners. RI CLARKE, Newspaper 
Broker, Riverside, € 


UBLIC SALE, at — Court House door, in 
Frederick ‘City. Maryland, on Saturday, 
— 13, 1904, at 11 o'clock a. m., of the busi- 
printing ‘establishment and plant of the 
pak ner Printing and Publishing Covrpany. 
Property sold in bulk. An old-established week- 
ly newspaper. tne Examiner. A weli equipped 
job priniing office. A good opening to s:ep into 
an established business. Por particulars, list of 
articles to be sold and terms of sale, call on or 
address ARTHUR D. WILLARD, Receiver, Fred- 
erick, Maryland. 


RUBBER STAMPS. 


j}ORTY CENTS pays for a rubber stamp fac. 

simile of your signature, Any stamp under 

3 inches, 10 cents a line. All work guaranteed. 

Ask for catalogue. A. EMBREE PRINTING CO., 
Belton, Tex. 


———. «or 
INSTRUCTION BY MAIL. 


OUR DOG CAN READ PEOPLE at a glance. 
Can yout 

WE CAN TEACH YOU to read people like open 
bouks—to know their characters, talents, strong 
and Weak points. 

TAKES ONLY TEN WEEKS and $10. Easy 
study and easy payments. We deliver the goods 


or refund, 

NO NONSENSE about our method. No palm- 
istry, astrology or occult —— Based on physi- 
ole and accepted scien 

USE TWENTY YEARS. Pupils all over 
ware, Only two roo so far. Mention P. 1. and 
sample pages will 
SCHOOL or HUMAN NATURE, 
Athens, Ga. 


—__+~o>—__—_. 
DESIGNERS AND ILLUSTRATORS. 


I ESIGNING, illustrating, engrossing, illumi- 
P natin ng, ergraving, lit graphing, art print 
ing. THE K:NSLEY STUDIO, 245 B’way, N. Y. 








oe 
COIN CARDS, 





$3 more; any printing. 
ov THE COIN WRAPPER 20., Detroit, Mich, 











HOUSE-TO-HOUSE DISTRIBUTING. 


HERE is only one agency that has an estab- 
lished peommeten for a systematic house-to- 
house distribution of advertising of ull ———- 
tions in.all towns and cities of im n 
the United States, Ever: able c of matte: is 
placed by men who are reliable, experienced and 
who make this an exclusive business. Car give 
references from many leading advertisers. 
WILL A. MOL’ 


——— Advertising Distributor, 
t. Clair St., Cleveland, O. 





ecthbneprenlgipmsenipidats 
“STUDY” PICTURES, 


E ARE PREPARED to furnish advertisers 
original subjects in rich study saparen, 
w! oe orpen vo buman nature because they a 
nitura 
Vur subjects have never been in print. They 
make fine illustrations to use in connection 
= booklets, frontispleces, hangers, “House 
Organs,’ — We seil them with or without 
copyright r igh 
\rite for farther information and examples 
of their use. 
THE WATKINS COMPANY, 
Promoters of Publicity. 
Pure Bred Record Bidg., Station K, Chicago. 


> 


CLASS PUBLICATIONS. 


ARDWARE DEALERY’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 














MISCELLANEOUS, 
95 GREAT Hourehold Recipes, We eac 
d $1.00. 


. Send for list, free. EUREKA Sor. 
PLY Co., Box 411, Trenton, N.J. 


WV AGAZINE and ‘newspaper pub. who make 

special rates to subscriptio : agencies, send 
pn ig L. G. BLAIR, 332 Blymyer Bidg., Cincin- 
nati, O. 














> 


NEWSPAPER BROKER. 


yg i a and sellers of newspaper properties 
ther to their mutual advantage, 
whe + licity, ‘ty my successful methods. 
Large list "of vroperties and long list of bnyers. 
Can I be of assistunce to you! B. J. KINGSTON, 
Michigan News; aper Broker, Jackson, Mich. 
ae 


ADVERTISING MEDIA, 
0 CENTS per line for seventies in THE 
JUNIOR, Bethlehem, Pa. 


| be special fields ‘22 Business Bringers.” THE 
RELIGIOUS PRESS ASS’N, Phila., Pa. 





1 0 CENTS per line for advertising in BRANN’S 
ICONOCLAST (cire’n 15,000), Chicago, Ill. 


ARDWARE DEALERS’ MAGAZINE  Circu- 
lation 17,000(@©). 253 Broadway, New York. 


NY rerson advertising in PRINTERS’ INK to 
the amount of $10 or more js entitled to re- 
ceive tne paper for one vear 


‘oe TROY (0O.) RECORD publishes an average 
of from 25 to 75 more local and county news 

subjects than any other small town daily. The 

KECORD’s average is more than 100 each issue. 


— TALK, Ashland, Oregon, has a guaran- 

ed circulation of ) 500 Copies each issue. 
Roth other Ashlana papers are rated at less than 
1,000 by the American New un Newspaper Directory. 


100. 000 GUARANTEED circulation, 25 
cents a line. That’s what the 
100.0 DER offers the advertiser every month. 
Patronized by all leading mail-order firms If 
i A are advertising and do not know of the 
ATHFINDER, you are missing peneiins good. 
ate for sample and rates. THE PATHFINDER, 
Washington, D.C 


—_{_+o>—__—_——_— 
INDEX CARDS. 


W HEN in need of anything in the card index 
and filing ——" consult us. Supplies for 
any make - fatten 

ANDA I + itegpbo CARD co... 


» +3 * 





*%. .epue meP liad 
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PUBLISHING ae eed OPPORTUNI- 








GPtenen OPENING for newspaper 
h capital and ability, to buy h jf interest 
in established newspaper and job cffice in Ken- 


tucky city of 7,000; building aud plant; = 
page, Fo start dai y "and need ¢ ty, editor. 
258 “BUSINESS,” care of Printers’ Ink, 


Qrumer is a good time to buy— 
Magazine, 
A Trade Paper, 
A Class Journal. 
Buy a good foundation, 
Select your field with care 
Let me help you. 
Write for my Bulletin 
Telling what is doing. 
EME RSON P. HARRIS, 
253 Broadway, New York. 








ADVERTISEMENT CONSTRUCTORS, 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way— —his’ way, 


D ARTIST—100 printed copies of 4-inch ad 
your own business, $2. GRANT STEELE 
Saranic, Mich. 


HE better class of cuts and advertisements 
tor Banks, for retailers, THE ART LEAGUE 
is now at 656 Broadway, New York. 


ETAIL ADWRITING is my specialty. Let me 
write yours. | - increase your business, 
GEORGE 1... SERVOSs, 
2835 \\ yominz wt. St. Louis, Mo. 


DVT. WRITING aotning more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 








RITE YOUR OWN ADS. Full course of les- 
sons in adwriti:g for the general mer 
chant and department — — in the Cinein- 
nati Trade Review. Send 25 s for one year’s 
trial subscription to THE CINGINN ATI TRADE 
REVIEW, 519 Main St., Cincinnati, Ohio. 


M* ads in PRINTERS’ INK, offering to revise, 

} rune and re-write advertising literature 
at a nominal cost. have brought me considerable 
work of this nature. Little orders often lead to 


big ones. 
LOUIS FINK, JR., 
Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, 
Philadelphia. 


COUNSEL TO ADVERTISERS, 

A number of years ago I accidentally be- 
came involved in the pleasant work of counsel- 
ing a large advertiser whom | am still aaa 
in the same capacity. Without p, A 
other clients came to me, including a few of re: 

best-known advertisers in America, and I have 
served them all for about ten vears ana am still 
serving them. Now I can givean hour or two a 
day to another advertiser or two. Will furnish 
new copy, originate designs, edit some one else’s 
copy, edit house organ, or do any similar work. 
Ww hyp on = ‘or a while, or you can talk 

with of present clients, Address 
“CC YUNSI! cL,” care ” christian Nation, Room 121 
Tribune ee - New York. 


F YOU KNEW 
thata on fine bit of siverticing matter, 
one even whose first cost perhaps stru you as 


decidedly “ stiff,’ was the only profitable kind 
you would drop “cheap,” every-day stuff. in 
stanter, Fine, individual unusual things con- 
stantly maces corres ndence from strangers, 
ell, 1 guess a concern that 


worth writing to.” Itis the sheer Ray of 
thousands to put SELLING POW 
front seats and keep FIRST COST in eke back ” 
ones that prevents them from making their ad 
vertising ag more forceful and profitable 
than they do. e —_ infallible test of chean 
juce and not only WHAT 
IT . For those who know this to be trve I 
make Catalogues, Booklets, Price Lists, Circu- 
lars, Foiders, eo Mailing sine ‘and Cards, Wewsva 
per, Magazine and Trade Journal Advts., etc., 
ond and | giadly send, to those whose inquiries 
suggest business, Sam Tad that illustrate what I 
mean by “ individual, unusual things.” No pos 
tal cards, please, 
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BETTER THAN EVER. 
Established 1848. 
Tue CLEVELAND LEADER. 
Tue News anp HERALD. 
CLEVELAND, July 16, 1904. 


' Editor of Printers’ Inx: 


I like to say good things about a man when 
he deserves them. It is especially pleasant 
to have the occasion to tell you what splen- 
did improvements you have made in Print- 
gers’ INK. It is much better to-day than it 
has ever been. I sincerely trust that this 
success may be continued. Yours very tiuly, 

S, W. Mzegk, Bus. Mgr, 


adne 


ADVERTISING UNDER THE STUARTS. 

In Elizabeth Godfrey’s book, entitled, 
“Social Life Under the Stuarts,’ outdoor 
advertising by signs and symbols on. the 
stores ce Tee His was pronounced, while in 
the streets such seasonal cries as ‘* Sweet 
Lavender’ and “‘ Cherry Ripe’’ were never 
lacking. She says: 

“It was by the sign, not by the shop 
front, that people knew what manner of 
oods were to be found inside; shops were 
ow and dark, with but little display in their 
narrow windows, and it was by the Golden 
Fleece, the Flowerpot, the Three Lutes, the 
Three Bibles, or some such device that cus- 





PRINTERS’ INK. 39 


RATIO AT WHICH WE ARE 
GROWING. 


Ten years ago the following state. 
ment was made by one in authority: 
‘“Without going into statistics the 
statement can be made that the advertis- 
ing of 1850 swas’ no more than one- 
twentieth of the advertising volume of 
to-day, and yet the advertiser of the 
present time is nearly double what it 
was fifteen years ago, and that present 
advertising shows an increase of prob- 
ably 25 per cent over even five years 
ago,” 

If such a statement was made ten 
years ago what might be said to-day 
from the stanfipoins of comparison. As 
an example, take for instance the New 
York Herald, which appeared in 18- 
with but 12 columns of text and 4 col- 
umns of advertising. In November, 
1900, this same paper carried 2,192 col- 
umns, containing 85,557 paid advertise- 
ments. Were this statement to be 
checked up with nresent conditions as 
they affect the New York Herald, it 
would be seen that the last three years 
have still further added to the tremend- 
ous amount of patronage enjoyed by 
this paper.—Ad Scnse, i 








tomers could find the dealer in the « 

ity they needed, or by the cry of the ’prent- 

ice, ‘ What d'ye lack, gentles ?’”’ 
———_ +o — — 


AN INGENIOUS FORM OF TRADE 
MARK, 


The sealed package idea has revolu- 
tionized the grocery business. Intelli- 
gent consumers recognize that a man- 
ufacturer who is willing to put his name 
and brand on an article and to package 
it so that it will réach the customer un- 
tampered with, must, of necessity, bh 
utting up a good product. One of the 
atest developments of this idea is “seal 
nursery stock.”” Not being able to put 
his Colkavens Fig and other trees in a 
sealed package, Geo. C. Roeding, a 
nurseryman of Fresno, Cal., in order to 
protect buyers of his stock, now at- 
taches a lead seal. By extensively ad- 
vertising this idea he proposes to edu- 
cate buyers—particularly Calimyrna Fig 
tree buyers—to “look for the seal.”— 
Pacific Coast Advertising. 

—_ ++ 

Tue telegraph is quick, the telephone 
may be quicker, but a clever truth-telling 
advertisement brings instantaneous re- 
turns.—Alabama Courier, Athens, Ala. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—if granted. 
Must be handed in one week in advance 


‘Bout Advertising Letters 


The First Edition of ‘ EXCERPTS 
FROM MY SCRAP-BOOK ” in pocket size 
booklet is ready. First 500 are Autograph 
copies. Sent for five red stamps or their equiv- 


alent. 
FRANKLYN HOBBS, 
Composer and Editor of Advertising Letters 


CAXTON BLOCK, CHICAGO. 


HANO 








Modern Manifolding 
Business System for 
Avoiding Disputes 
with Customers 
PHILIP HANO @ Co. 
80G to 814 Greenwich St. 













ROWELL’S 


American Newspaper Directory 


For 1904 
THIRTY-SIXTH YEAR~IS NOW READY FOR DELIVERY. 
Price $10 net cash. 


Checks may be made payable to 
Chas. J. Zingg, Business Manager Printers’ Ink, 10 Spruce St., New York, 
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Helping My Cause 


The circular recently issued by a competitor exposing the enor- 
mous profits of the ink business has accomplished more good for 
my cause than all the arguments I could put forth couched in the 
most flowery language. For nearly eleven years I have been adver- 
tising and circularizing throughout the United States, trying to get 
printers to believe that the price lists issued by the old line ink 
companies were a farce, and the discounts varied according to the 
influence you could bring to bear on the salesmen and_ the bosses. 
I have been all alone in this fight until my friend Nathan had a 
change of heart, and now he has his little hammer out for his com- 
petitors. He admits, however, that if he had not lost his largest cus- 
tomer he would have kept a silent tongue and continued on the old 
lines of high prices. When I threw my first bombshell, I had no 
customers to lose or grudge to square, and while I became despised 
by every ink man in the business, I gained the friendship of every 
printer throughout the land for releasing them from the bondage of 
high prices. Send for my price list. Money back when goods are 
not found as represented. Address 


PRINTERS INK JONSON, 17 Spruce Street, New York. 






































A New and 
Liberal Offer. 


We always believed that the Ethridge Mail Drummer System was a big 
bargain at its price. 

Anyway, we have proved to a large number of American manufacturers 
that it is the most economical advertising method in existence—brirging most 
responses at the least expense, 

However, we find that many concerns are not equipped to properly follow 
up the responses this system brings, and for this reason fear that to take care of 
responses would mean an additional office force and considerable bother. 

Therefore, we have concluded to offer a complete follow-up equipment 
free to all who use our system. 

This equipment includes the necessary sets of indexed cards, properly 
printed, with full instructions for carrying on the follow-up work, including all 
form letters necessary to follow every inquiry to the end. 

With this outfit at hand any clerk or stenographer can attend to the work 
at odd times. 

Write for booklet and full information. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
No. 210 The Arcade, Cleveland, 0. 
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WINDOW DISPLAY. 


Retail shops of moderate size 
find it advisable to change the 
window display twice a week, mak- 
ing a show of medium-priced goods 
on Friday, Saturday and Monday, 
when the windows are inspected by 
wage-earners on shopping tours. 
Tuesday,- Wednesday and Thursday 
are devoted to goods of the better 
grade,. particularly nove.ties ap- 
pealing to people who follow the 
fashions closely. Some of the 
large shops along great thorough- 
fares like Broadway find it worth 
while to change the display daily, 
but in most cases these establish- 
ments have long windows divided 
by partitions and only one or two 
sections are changed. But two or 
three articles are shown, in accord 
with the principle of window trim- 
ming that is now generally approv- 
ed bv retailers who have reasons 
for doing things. The few articles 
so simply arranged do not imply 
any economy of time or thought 
on the trimmer’s part, however, for 
teal talent is needed to work out 
effective arrangements of two or 
three articles, whereas a crowded 
window may be composed on the 
hit or miss plan. 

* * * 


To select from one to three ar- 
ticles out of a large stock and 
merge them in an eye-catching pic- 
ture is in window trimming what 
the compresson of an ad in a single 
phrase is in adwriting. The ulti- 
mate effect is much the same, too. 
The single phrase ad attracts by 
its brevity and is remembered for 
its cleverness. The simple window 
trim halts the pedestrian through 
its striking arrangement, and the 
goods are inspected at leisure with 
nothing else in view to distract at- 
tention. The most successful win- 
dow trimmer is usually a salesman. 
The knowledge of people, their 
likes and dislikes, gained in selling, 
teaches him what to emphasize in 
the window. With nearly all 
goods there are points to be con- 
cealed. People do not want to 
look at the soles or backs of shoes, 
the linings of cravats, but they do 
like to see the insides of shoes and 
hats and linings of coats. Selling 
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knowledge works up into pleasing 
window schemes. 
* * * 

The important detail of every 
strong window display is the back- 
ground. This must be of one color 
and in vivid contrast with the 
goods. If the latter are naturally 
colorless it is possible to throw 
them into relief with either white 
or a pronounced color. If, on the 
contrary, the goods displayed run 
largely to color, as cravats, hose 
and shirtings, the background 
should be neutral. The haber- 
dashers, who have carried win- 
dow display as far as any trade 
handling single lines, find it best 
to build a permanent background 
in their windows of wood mosaic, 
finished in light or antique oak. 
Simplicity is the keynote in every 
progressive store, not only in the 
display of goods, but In accessories. 
Freakhish curiosities, once deemed 
a powerful window attraction, have 
been discarded, as they attracted a 
crowd composed of every class but 
the buying class. Price tickets are 
kept off goods and only a single 
card is permitted, bearing a sen- 
tence deftly designed to stick in the 
memory, with the price added. 
Windows, in brief, are designed to 
attract and interest people of good 
taste, and trimmers have abondon- 
ed the sensational effects that were 
in vogue when those who looked 
into windows were supposed to 
have no discrimination, and people 
of the real buying class were not 
fond of being caught window- 


ign SE es 


THE only time it pays to put up a 
good front is when there is plenty of 
capital or character or both back of it.— 
Jed Scarboro, 


A? RETA Tb 
BUSINESS EXPRESSION. 






MMorbley 
FOOTING THE BILL. 


































































THE RETAILER—HIS PROB- 
LEMS. 


In every retail store there are 
articles that se.l two for a quarter. 
A very good advertisement has 
been made of the odd half cent on 
the sale of twelve and a half cent 
coilars by the Washington Shirt 
Company, Chicago. Aluminum 
checks about the size of a twenty- 
five cent piece have been coined for 
the purpose. One side reads 
“Good for % cent on price of 
quarter-size collars,’ while the 
other bears, “The People’s Mint— 
Washington Shirt Co.—We coin 
you money by saving it for you.’ 
When a man buys a single collar 
or a sixty-two and a half cent bal- 
briggan undershirt he is given one 
of these half cent checks in his 
change. It has been the experience 
thus far in two stores that very few 
come back for redemption. Men 
prefer to retain them as_ pocket 
pieces. The cost of the checks is 
about half a cent each, so the 
stores distribute a very "desirable 
advertising novelty at low cost. 
This half cent plan could, of 
course, be greatly extended jn a 
store catering to women, for they. 
would appreciate the saving. Some 
of the large department stores have 
felt the need of a half cent coin, 
and even asked the government to 
issue one But this plan of issuing 
your own half cents answers the 
purpose quite as well. The idea 
could be carried out in the shape of 
a seven and a half cent counter, 
or a twelve and a half cent counter, 
and it is not unreasonable to pic- 
ture a “Half Cent Store” where all 
prices would be in split pennies. 
On some such distinct and novel 
idea as this many a small store has 
built reputation and trade. 

* * £ 


Mr. Rossbach, of the Washing- 
ton Shirt Company, has built up a 
large business from a small shop in 
thirteen years. He did it with 
small capital. Advertising played 
a prominent part, but his appro- 
priation came out of his business. 
Starting with all the disadvantages 
incident to a small business, he 
rose out of the rut and run of 
little shops by energy and intelli- 
gent methods. With all his pres- 
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ent $25,000 advertising appropria- 
tion, he finds the window one of 
the best mediums for making a 
store attractive and distinctive. It 
is his belief that small retailers pay 
too little attention to their win- 
dows. They are the point at which 
to begin building a business. This 
has been said before, of course— 
many times. Yet it is a truth that 
will bear repeating. 

* * 


Mr. Rossbach believes in window 
novelties. One time when his 
business was much smaller than at 
present he sent over to his bank 
and drew $50 in bright new pennies 
—5,000 of them. These were piled 
in the center of a window display 
of goods, with a card reading “We 
coin: ,you money by saving it for 
you.” Every time a new coin or 
bank note is issued by the govern- 
ment he exhibits specimens, with 
a card enforcing some price moral. 
When the new $1,000 bank notes 
were issued some years ago a 
specimen was procured andexhibit- 
ed in the window, with a Pinker- 
ton man outside to watch it. This 
attracted a good deal of attention. 
He believes that window novelties 
must enforce some fact about 
goods, however. The kind of at- 
tention that can be secured with a 
live alligator is almost worthless. 
It detracts. Freaks must be avoid- 
ed. Window demonstrations are 
always excellent. Some time ago 
two men were placed in his win- 
dows to show how a novelty cra- 
vat was tied—an article that could 
be tied or untied very quickly. In 
four days this demonstration sold 
100 dozen cravats. 

* % * 

When asked whether he had 
ever tried window attractions that 
moved, which are held in high 
favor by some merchants, Mr. 
Rossbach said that he thought 
goods that moved quickly were the 
best things in that line. He thinks 
the average small shop is inclined 
to be niggardly in its window dis- 
plays, not showing enough goods, 
or that too many different things 
are shown in a window to make an 


impression. Two lines, or even 
one, are best. When a window is 
filled with shirts and neckwear 


alone it has force enough to attract, 
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while the impression is given that 
the store carries full lines of those 
things. On the same principle a 
window containing several dozen 
pairs of scissors gives a wide 
range for choice, and also serves 
to remind people that they need 
scissors. Some newspaper adver- 
tisers appeal directly to one class 
of people in an ad, asking, for ex- 
ample, “Are you troubled with dys- 
pepsia?” Readers who have not 
dyspepsia are not interested, but 
those who are will be caught im- 
mediately. It pays to go for peo- 
ple point blank. This same prin- 
ciple applies to window dressing. 
Go after a definite class and you 
can afford to ignore those outside 
of it. Give them their turn next 
week. 
* * * 

Something new in goods is the 
best window attraction, provided 
it also be desirable. On‘y one nov- 
elty in a hundred has genuine 
merit. It impresses by its new- 
ness, but doesn’t strike people as 
being useful. Yet the genuine 
novelty will sell in the dullest 
times. Quantity counts in a win- 
dow, too. During the Chicago 
World’s Fair, when aluminum was 
comparatively new, the Washington 
Shirt Company ordered 10,000 sou- 
venir medals of this metal, selling 
them at nine cents each. They 
were soon gone. Another lot of 
20,000 went quickly, and a third. 
Then 10,000 more were ordered, 
but by this time the demand had 
begun to wane, so the 10,000 were 
piled in a window around an over- 
turned barrel, and the sheer attrac- 
tion of quantity soon closed them 
out. 

* * * 

One of the best advertising nov- 
elties for a small store is the Jap- 
anese fan, bearing an ad. These 
can be sent in spring to the local 
theater, to churches, lodges, etc. 
Costing about a cent each, they 
have the merit of being useful. 
Those given out in a theater are 
usually carried away, but in 
churches and lodge halls they are 
left, and do duty the whole sum- 
mer. Even when carried off, how- 
ever, they are certain to be per- 
forming service as an advertising 
medium somewhere. Instead of 
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the formal business card usualiy 
lettered on such fans, a direct ad- 
vertisement can be obtained by 
featuring some staple line of goods 
with ees 

* * 

The nied re.ailer’s expenditures 
for advertising are necessarily lim- 
ited, and often irregular. He spends 
ten dollars in newspaper space, 
perhaps, or sends out a folder, or 
gives away a novelty. Results are 
seldom up to his expectations, for 
he thinks that this expenditure 
should show an immediate return. 
This it seldom does, and conse- 
quently there is discouragement. 
Advertising is really a long time 
investment. Returns are often 
slow, but in the end they are al- 
most certain. Even mediocre ad- 
vertising will bring its proportion- 
ate results if given time enough. 
The small retailer’s publicity must 
be based like that of the large gen- 
eral advertiser—on future business. 
Months, or even years, may be 
needed to establish a store’s good 
name through advertising, but it 
must be remembered, too, that th‘s 
reputation will last long after ad- 
vertising has been reduced to a 
minimum or stopped altogether. 
The merchant just venturing on a 
little inexpensive publicity may be 
disheartened at seeing his money 
swallowed up, apparently forever. 
Around the corner, however, his 
competitor who began to adver- 
tise five years ago is enjoying the 
reputation of a well advertised 
business, whereas he may be spend- 
ing less than the man just begin- 
ning. Think big, lay a broad foun- 
dation, and results will come. 

ee 


ORIGINATED IN BROOKLYN 

A cable despatch from Berlin a few 
days ago told of a laundry firm there 
which was supplying its patrons with 
collars and cuffs. It was commented 
upon in Berlin as an innovation. In a 
window in Brooklyn has long hung this 
sign: 

“Bring us your laundry and we wil 
ang, you - plied with new linen.’ 

New eme, eh?” the reporter 
asked the "peopeleter, thinking sadly of 
the weekly wrecks delivered to him with 
saw-teeth neck bands and_ shattered 
cuffs. ‘Shirts too?” 

“Not every time, but we fix ’em un. 
it’s an old scheme. You see, we man- 
ufacture the goods and the laundry 
charges soon pay for their cost. No, 
we don’t give trading stamps.”—New 
York Sun. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Mr. J. T. Wyatt, of Faith, N. C., 
a dealer in all sorts of stone, en- 
closes two of his circulars for cri- 
ticism and asks how he can best 
reach those who are likely to need 
his goods. One of the circulars 
tells quite intrustingly how, soon 
after moving to Faith, he saw the 
possibilities for profit, to himself 
and his town, through developing 
a granite belt underlying that por- 
tion of the country, and how after 
filiing a few orders from neighbor- 
ing towns for curbing stone he 
began to get business from all parts 
of the country. It names some 
public buildings for which he has 
furnished stone and tells of some 
orders now in hand which go to 
show that Mr. Wyatt turns out 
most everything in the line of 
stone, from paving blocks to engine 
beds. Answering Mr. Wyatt’s in- 
quiry as to the development of his 
business, I should say that he 
ought, first of all, to have a pretty 
complete list of the architects in 
his territory, a list of builders and 
a list of public works superintend- 
ents. He ought to get in as close 
touch as possible with these people, 


through personal letters of inquiry | 


at intervals of two or three months, 


and through circulars written espe- | 


cially for the different classes, cov- 
ering specifically the kind or kinds 
of stone in which they are most 
likely to be interested. The letters 
should say where Mr. Wyatt’s 
work may be seen in the immediate 
neighborhood of the person ad- 
dressed, should be cordial but not 
effusive, and should always say 
that he will be very glad to esti- 
mate on anything which his pos- 
sible customer may need, whether 
it results in any business or not. 
It would probably be well worth 
while, and not very difficult, to se- 
cure the names of lot owners in 
cemeteries within selling distance, 
and address a special circular to 
them calling attention to his facil- 
ities for furnishing granite posts 
or corner stones, and curbing. It 





pracy: be well to watch those pa- 
pers that devote space to items of 
proposed building operations and 
public improvement, and immedi- 
ately address personal letters and 
one or more of the special circu- 
lars referred to above, to those 
who are concerned with the work. 
Perhaps it would be cheaper to 
subscribe to the service of one of 
the clipping bureaus that make a 
special business of clipping and 
forwarding to their subscribers 
such items as are likely to be of 
value. Such a service would not 
be very expensive, could be limited 
to the territory in which Mr. 
Wyatt can do business most advan- 
tageously, and would, of course, 
save a great deal of his time. I 
doubt whether he could make pro- 
fitable use of newspaper space, be- 
cause he would have to pay for a 
great deal of circulation among 
those who would have no use for 
his product. Circulars and person- 
al letters, while more expensive 
per person reached, would more 
often go to the right people, and 
would therefore be cheaper in the 
end. There will be times, perhaps, 
when a local paper may be used 
very profitably; for instance, when 
some town or city has ordered 
property owners in certain streets 
to curb and flag in front of their 
lots within a specified time, or on 
those rare occasions when a large 
number of property owners, ani- 
mated by civic pride or a deter- 
mination not to be outdone by the 
neighbors, get busy all together on 
their walks and curbs. The local 
| papers of such towns will indicate 
when there is anything doing along 
| these lines, and that is the time to 
use some space and some good, 
strong talk. If any of these sug- 
[setpey are adopted, I shall be 
| glad to hear what the results are. 

| Similes and slang are all right in 
| their places, but so few seem to 
know just where their places are, 
|in ads, that it would be a pretty 
safe rule to leave them out entirely. 
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In the ad reproduced below is a 
case of an unfortunate simile, right 
at the start. Certainly, nobody 
was looking, down in Alabama and 
along in the middle of April, for 
suits or sales that were “Hotter 
Than Election,’ and it’s a mis- 
take to suggest warmth in clothing 
or in a clothing sale in warm 
weather, even in a slangy way. If 
you think this is hypercritical, you 
have only to note on the next hot 
day how any reference to heat, 
even indirectly, will seem to raise 
the temperature and make you per- 
spire. In other respects, and par- 
ticularly in the paragraphs “This 
is the Choice” and “This is 
the Make,” this ad is very good, al- 
though it is not explained how a 
better choice is to be had than 
when the sale began. 


“HOTTER THAN ELECTION,” SALE 
OF $20 SUITS AT $15. 

Right at its zenith now. Well ad- 
vertived by those who bought first—11+ 
well advised purchasers of to-day will 
find even better choosing than when the 
sale began. It was a fortunate circum- 
stance that brought Mr. Sam Blach to 
that New York manufacturer just when 
several lots were cancelled for lateness 
of delivery. It’s $5 saved on every suit 
just as sure as to-morrow follows to-day. 

Same price by mail. It brings this 
store and you very close. 

This is the Chorce: Single Breasted 
Suits, Double Breasted Suits, Suits with 
Vests, Suits without Vests, Worsteds, 
Cheviots, Cassimeres, Serges, Tweeds, 
Twills; black, blue, colors, mixtures ; all 
sizes for all men. 

We pay all charges. Get our mail 
order catalogue. 7 

This is the Make: Double silk sewn, 
Hand padded shoulders with genuine 
felt, Linen canvas interlining, Real hair 
cloth facing, Serge or Italian cloth 
lining, Snug fitting collars, Flawless fit. 

BALCH’S, 
Birmingham, Ala. 


Good Talk for Low-Priced Mattresses, 


Soft and Cotton 
Top Mattresses, 


$2 to $5. 


Not Mattresses carelessly 
made. Not filled with trash, 
but made the best we know 
how. Durable ticking. Clean 
filling inside where you 
can’t see. Filled and tuft- 
ed and bound just as they 
should be. Come and let us 
show you how good a mat- 
tress can be for $2 to $5. 

W. H. KEECH CO., 
Pittsburg. 
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One From a Series of Good Insurance 
Ads. 





Once In a While 


during six months out of 
every year it is safe to pre- 
dict that in this locality the 
East and West Winds _ wil 
“trip the light fantastic” to 
the accompaniment of all 
things movable and many 
that would supposedly 
“stand tied.”” One thing we 
know will not join in the 
spirit of the occasion, and 
does not begin to get busy 
until the music has ceased, 
and that is a Tornado Policy 
in the ——— Fire a: 
Marine, the first company to 
write this class of risk and 
the first to offer suffering 
humanity a means of replac- 
ing “the Old Home as it 
used to be.” 

J. S. ANDERSON & SON, 

Agents Since 1875. 
Cedar Rapids, Iowa. 











The Headline is Bound to Strike a 
Great Many Whose ae of Re- 
frigerators it so Tersely Describes, 
and the Body of the Ad is Well Cal- 
culated to Inspire Confidence. Prices 
and Sizes do the Rest. 


“T Know 
Nothing About a | 
Refrigerator.” | 


Scores of women tell us 
that every day. 

Some refrigerator makers 
bank on this ignorance. 

Do not depend upon the 
name on a refrigerator, un- 
less you know the record 
back of the name. 

The “Fddy” and ‘Puri- 
tan” refrigerators and ice 
chests have a selling record 
in this store reaching back 
15 and 20 years; in charge 
of them a man who can give 
you any refrigerator infor- 
mation you want. We do 
all we can to give you hon- 
est, wholesome means of 
preserving food. 

Puritan refrigerators — 
100 Ibs. ice, $25; 40 Ibs. ice. 
$14; 150 lbs. ice, $28.25; 50 
Ibs. ice, $16.75; 200 Ibs. ice, 
$32.50. : 

Puritan ice chests — 30 
Ibs. ice, $6.50; 100 Ibs. ice, 
$10.25; solbs. ice, $8; 150 
Ibs. ice, $12.75. 

Eddy ice chests — 50 Ibs. 
ice, $11.25; 25 Ibs. ice, $6; 
75lbs. ice, $12.75; 35lbs. ice, 
$8.50; 100 Ibs. ice, $14.50; 
40 Ibs. ice, $10.25; 150 Ibs. 
ice, $17.50. 

JOHN WANAMAKER, 

Philadelphia. 
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It 


Small Space, Well Used. 
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Rubber Gloves for 
Preserving, etc. 


$x a pair. These gloves 
are a convenience and pro- 
tection you'll appreciate, 
particularly when preserv- 
ing, canning, gardening, etc. 
They protect the hands, pre- 
vent staining, etc. Durable 
and perfect-fitting. $1 per 


pair. 
Ladies’ Bathing Caps, 35c. 
up. 

M. LINDSAY RUBBER 
MFG. CO. (Inc.), 
’"Phone 1099. 

807 Pa. Ave. 

298 B’way., N. Y. 
Washington, D. C. 








Lights. 


Excellent Line of Talk for Electric 





Install the Light 
of Satisfaction. 


There’s no use illuminat- 
ing your residence with an 
artificial light that throws 
out heat, making your rooms 
still warmer, and never giv- 
ing an even light, nor by 
a light that throws out a 
nauseating odor—wuse Elec- 
tric Lights in every room— 
the light of satisfaction—the 
light that, once used, is al- 
ways used. 

DULUTH GENERAL 

ELECTRIC LIGHT 
COMPANY. 


Duluth, Minn. 











is Often Better to Describe One 
Popular-Priced Hammock, and Name 
Your Range of Prices than to Gen- 


eralize on the Entire Line. 





This Is the Day 
For a Hammock. 


There is nothing to hin- 
der you from buying—the 
weather is right—the prices 
are just what you expect to 
—_—— patterns that you 
will see are just what you 
have always wished for. No 
line like ours, the Palmer 
Hammocks for $7.50, $7.00, 
$6.50, $6.25 and from that 
to as little, each, as $1.25. 


JOHN W. GRAHAM & 
COMPANY, 
Spokane, Wash. 














No. 4 of a Series Now Running in the 
New York Times. A Little Lengthy, 
Perhaps, but Good Reading and Quite 
Convincing. 


Talks By the Wise 
Little Man. 


He says it is curious, 
when you think about it, 
how many plainly visible 
things we don’t see till some 
other fellow has seen ’em, 
and how at least eleven men 
can develop a fine brand of 
hindsight to the one whose 
foresight is always in work- 
ing order. 

Applying this observation 
to his talks about real estate, 
the W. L. M. says it ought 
to be so plain as to need no 
argument that long_ before 
the Pennsylvania Railroad 
finishes that North Riéver- 
Cross Town-East River- 
Queens Borough Tunnel 
system (next to the Panama 

anal, the most wonderful 
preject of modern times), 
there will be an increase in 
land values in the Eastwood 
section Of Jamaica such as 
to make dizzy those who 
with open eyes are now un- 
able to see. 

Could fill a column or 
more, he says, with sure 
enough reasons for his 
opinion that EASTWOOD 
is to-day absolutely the best 
real estate proposition either 
for homes or for investment 
that has ever been offered 
to New Yorkers. But ad- 
vertising space is mighty ex- 
pensive, and, of course, we 
can’t get the Editor to tell 
our advertising story in the 
news column—even though 
it’s the best kind of news, 
all right. Hence, we’ve got 
to ask people to look at 
EASTWOO for _them- 
selves or to send for the 
Little Book. 

Eastwood is _ restricted 
and has perfect macadam 
roads, cement walks, sewers, 
water, gas, electric lights, 
and beauty of location, fill- 
ing every requirement of the 
most fastidious homeseeker. 
Above all is the supreme 
fact that Eastwood is soon 
going to be within 20 min- 
utes of that wondeful Man- 
hattan Depot of the Penn- 
sylvania Railroad, which is 
now building west of Her- 
ald Square. Get a little 
foresight at work and think 
what all this means. 

THE FRANKLIN  SO- 

CIETY, 
Beekman and Park Row, 
‘New York. 
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Not New, But Good. 





Your Vacation Is 
Coming? 
What will you do with 


your silverware, jewelry and 
other valuables when you go 


away? 

Why not leave them with 
us for safe keeping? 

We rent afe Deposit 
Boxes for $4 per year and 


up. 
Trunks and __ packages 
stored at reasonable rates. 
SO. NORWALK TRUST 
COMPANY, 
So. Norwalk, Conn. 











A Good One From a Paper That’s Full 
of Good Ones—the Washington, D. C., 
Star. 





Bank by Mail. 


We have a patented sys- 
tem of conducting the. busi- 
ness of banking by mail, ap- 


checking 


to a bank 


automatically checked and 


or draw money. 
count in our bank 


of your tax assessor. 


posits, 2% per 
checking accounts. 


TRUST COMPANY, 
1222 F St. N. W., 
Washington, D. C. 





plicable to both savings and 
accounts. It is 
easier and simpler to bank 
with us by mail than to go 
in person. By 
our system your account is 


you have a complete state- 
ment each time you deposit 
Your ac- 
is not 
subject to the examination 


4 per cent on savings de- 
cent on 


AETNA BANKING AND 


+ 








Department. 


One of An Excellent Series of Savings 
Bank Ads; More to Follow in This 





The Union 
Savings Bank 


Frick Building, Pittsburg. 
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If the Shoes are as Good as the Ad, 


They're All Right. 





See the $4 Shoes. 


Women’s shoes at $4 are 
not uncommon. Such shoes 
as these for $4 have never 
before been seen. We have 
covered every point of com- 
fort and _ utility, secured 
every grace of style. You 
can pay any price you like, 
but you cannot outdo these 
shoes in style and workman- 


> 
nother point—there are 
35 distinct designs to select 
from.’ You  can_ choose 
whatever leather you like 
best,—vici kid, box calf, 
Velour calf, dull chrome 
kid, Ideal patent kid, French 
enamel. All the correct toe 
styles and heel shapes are 
included in the line, of course. 
We want to emphasize one 
style in particular—made of 
vici_ kid, laced, or buttoned, 
medium round toe, kid top, 
light weight, welted sole, ex- 
tension edge, military heel; 
very dressy. Price $4.00. 
PARTRIDGE & RICH- 


ARDSON, 
Philadelphia, Pa. 


We Want You i 





rible master.” 
Thrift Series. 
“Provided he has 


start with, 
honest, there 
why any youn 


—Philip D. Armour. 
This bank 


compound interest. 
No. 5 





“Money, like fire, is an 
excellent servant, but a ter- 


some 
ability and good sense to 
is thrifty and 
is no reason 

man should 
not attain so-called success.” 


encourages 
thrift by paying 4 per cent 
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Silk Suits, $10.00 


_ You so often find adver- 
tising promises more 
stores perform that you like- 
ly often doubt the induce- 
ment in a modest, moderate 
statement. 

In that you may be 
wrong, but we shan’t go into 
hysterics to convince you. 

You will find it all out in 
time—maybe too late for the 
particular thing that may in- 
terest you—but you'll find it 
out—and then it will do you 
good ever after. 

And_ do the store more 
good than extravagant over- 
statement. 

Instance:—We made (for 
us) a rather strong state- 


‘ment of Plain Black and 
Colored and Neat Novelty 
Taffeta Silk Shirt Waist 


Suits at $10.00. 

They’re out on the racks 
now where we can see them 
better. 

They are far, far better 
than the advertisement even 
intimated. 


BOGGS & BUHL, 
Allegheny, Pa. 
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There’s Unusual Strength in This One. 
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Special Issues 


of 


Printers’ Ink. 


For the main purpose of securing new subscribers to the 
Little Schoolmaster the following special editions will be 
issued on the dates stated: 


August 31, 1904, PRESS DAY, AUGUST 24, 


Municipal Advertising 


This special issue goes to about three thousand five 
hundred Boards of Trade and Mayors of Cities in the United 
States and Canada (in addition to the regular issue), and it 
will contain new and interesting features of what is done 
and can be done to develop, improve and promote the in- 
terests of States, sections of States and cities through the 
power of modern advertising. 

The Little Schoolmaster will attempt to demonstrate that 
the newspapers and magazines are the mediums par excell- 
ence in which money for that purpose should be expended. 

This country has a wealth of water power, sites for 
factories, sites for industrial settlements of all sorts, sites for 
tourists and permanent settlers which are now in an un- 
developed state. Systematic advertising will make these 
riches known to the the right parties—and the public press 
should be the chief medium. 





September 7, 1904, Press Day, August 31, Department Stores. 





September 14, 1904, Press Day, September 7, Mail Order Houses. 





September 28, 1904, Press Day, September 21, Real Estate. 





October 12, 1904, Press Day, October 7, Trade Journals. 





October 26, 1904, Press Day, October 19, Banks and Financial 
Advertising. 








